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Rou h Proofs 


lowa dairy farmers are indignant 
because some professors at Ames 
ninted that margarine is just about 
js good as butter. That’s treason 
put where the tall corn grows. 


. @ 


In lowa, as elsewhere, the com- 
slete answer to arguments of the 
professors that you may not happen 
0 agree with is simple and over- 
whelming: Off with their heads. 


a. | + 


Academic freedom is something 
that professors and other theoretical 
crackpots are entitled to enjoy, pro- 
vided only they don’t step on the 
toes of the taxpayers. 


Fe 


Cosmetics manufacturers are 
solving ladies’ hosiery problems by 
providing a fine and attractive line 
of leg make-up. You're sure to like 
the little stocking that isn’t there. 


7 2 


The only thing that would throw 
, monkey-wrench into the liquid 
hosiery business would be for some 
glamor girl like Greer Garson, say, 
to come out with a statement that 
legs look better au naturel. 


, -¥ 


Ii the average person doesn’t 
understand the words and phrases 
used by insurance companies, as 
Mutual Life believes, perhaps the 
simplest solution would be to sup- 
oly a glossary with every policy. 


ew 


Mutual Life is hiring some ex- 
erts to help humanize their letters, 
and the only possible catch is that 
the experts are undoubtedly expert 
in letters rather than life insurance. 


i 


There’s a little difference, says 
“The Diary of an Ad Man,” between 
the art of advertising and the art 
ff the advertising business. And 
every night the salesmen thank 
heaven for that little difference. 


, @ ¥ 


If the paper shortage which has 
the publishers and advertisers so 
worried could be solved by collect- 
ng waste paper, the Boy Scouts 
— lick the situation all by them- 
s€1Ves, 

a 


“How to keep up by letting down” 
the Simmons theme for Beauty- 
nattresses, and a lot of able 
ers you know will improve it 
oy changing the key word to “wet- 


vgsysee? 


C nmander McDonald, of Zenith, 


‘nt so sure the dream home, mir- 
automobile or incredible re- 
‘eiving set is going to be available 
‘gh’ after V-day. He thinks the 
bosiwar radio should be permitted 
‘0 speak for itself. 


_ ie ae) 


'\ew York advertising good, says 
Better Business Bureau.”—Headline 
ADVERTISING AGE. 

e adjective refers to its moral 
iWeites and not to its pulling 
Jt s 

>, + = 


ul Hoffman says the motto of 
var planners can be presented 


hat off to the past, and 


your 
off to the future. 


Copy Cus. 


Straw Hat Copy 
Impatiently Waits 
on Good Weather 


Most Hat Stores 
to Sell Father's 
Day Certificates 


By IRVING CENATT 

New York, May 27.—Hat manu- 
facturers, harassed by a country- 
wide siege of rainy, cold, unseasonal 
weather, are gazing longingly at 
the heavens for a sustained spell of 
blue skies, sunny days and hot 
weather so as to release straw hat 
advertising and promotion plans 
which have been gathering dust in 
filing cases for several weeks. 

Governmental censorship of 
weather forecasts has hit the hat 
industry a severe blow, since all the 
weatherman can tell them is that 


24 or 48 hours hence there most 
certainly will be weather—whether 
good, bad or indifferent, but in any 
case a strict “military secret.” 

With hat stores bulging with full 
summer lines of straws, practically 
all advertising managers will get 
their straw hat promotion under 
way in newspapers on or immedi- 
ately preceding Decoration Day, re- 
gardless of weather conditions. With 
Father’s Day just three weeks off, 
hat certificates will be promoted as 
appropriate gifts by most stores. 

Features Lighter Weights 

Young’s Hats, largest retailer of 
Stetson’s, with 26 hat shops in 
Greater New York, will feature its 
“Air - Weaves - Dedicated to Cool 
Heads,” for summer _ comfort. 
Lighter - weight hats, hats with 
“breathing spaces,’ adjustable hat 
bands, lighter shades and braids 
from all over the world, are some of 
the features of this year’s line. Hat 
certificates will be sold as Father’s 
Day gifts. .Newspaper advertising, 
through Hirshon - Garfield, is 
scheduled to break on or before 
Decoration Day, dependent on 
weather conditions. 

The Hat Corporation of America 
has released mats and promotional 
material to its dealers throughout 
the country for its line of Knox and 
Dobbs straws. With four shops in 
the Greater New York area, news- 
paper advertisements will feature 
Dobbs “Orange Blossom” straws, 
with narrow bands and fore-and-aft 
tapered crowns. Knox advertise- 
ments will feature a number of 
straws. Abbott Kimball Company 
is the agency for Dobbs while 
Geyer, Cornell & Newell handles 
advertising for Knox hats. 

Adam Hat Stores, once famous as 
the “one-price hatter,” at $2.95, now 
sells hats at twice and three times 


that figure. A consistent year- 
round advertiser in a wide list of 
newspapers and radio, Adam’s is 


currently using about 300 news- 
papers across the country, with 30- 
line insertions promoting its straws. 
Uses Fiesta Tie-Up 

“Keep cool,” “It’s straw hat time,” 
“Fiesta-Styled” straws, are a few 
of the straw hat messages to the 
public. In addition to carrying a 
full line of Long panamas at $6.25, 
Adam’s will tie up its straw hat 
promotion with window carnival] 

(Continued on Page 33) 
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ENDS CONFUSION 


OSTUM, 


CEREAL BEVERAGE 


“There's a Reason 


“Onahes 60 Gips 
Boil, percoLare oR priP 


Because too many potential buyers 
think that Postum is a breakfast cereal 
instead of a beverage, the product's 


package is being changed, so that Pos- 
tum is emphasized and "cereal bever- | 
age" minimized. This new package will 

appear on dealers’ shelves shortly. 
(Story on Page 8.) | 


Maxon May Move 
to New OPA Post, 
Capital Rumor 


Washington, D. C., May 27.— 
The Office of Price Administration 
today provided one of its semi-cli- | 
maxes. The job held by John Hamm, | 
senior deputy price administrator, | 
becomes vacant in June, and rumor | 
declared that Lou R. Maxon, Detroit | 
agency man, would inherit the post. | 

The elevation of Mr. Maxon to a| 
“general manager’s” post would be| 
the signal for a rebellion in OPA, a} 
large part of it of Mr. Maxon’s in- | 
stigation. The adman has been frank | 
in his opinion of J. Kenneth Gal- 
braith and other deputies who were 
members of the Henderson OPA 
staff. One of his first acts, OPA 
sources believe, would be to ask for 
their resignations. 

Mr. Maxon and Price Adminis- 
trator Prentiss Brown were closeted 
most of the day, and when the con- 
ference broke up, Mr. Brown would 

(Continued on Page 35) 


Ohio Is 13th 


‘Monopoly’ 


State to Ration Liquor 


Credit Company 
Turns Tables with 
‘Sell Now’ Plan 


Urges Idle Car 
Owners to Sell Now 
for Later Delivery 


New York, May 26.—Selling now 
for postwar delivery instead of the 
already familiar “buy now” theme, 
will soon be tried out by Universal 
CIT Credit Corporation, sales 
financing subsidiary of Commercial 
Investment Trust, when it puts into 
operation a plan whereby used car 


|dealers will be able to establish a 


substantial backlog of new car 
orders for postwar delivery and at 
the same time fill unprecedented 
demands for automobiles emanating 
from war workers in key areas 
throughout the country. 

Alluding to the restricted use of 
automobiles by many owners, Par- 
ticularly through the Office of Price 
Administration’s ban on pleasure 
driving in 12 eastern states, Arthur 
O. Dietz, CIT president, declared 


that “this situation offered us an 


opportunity to render constructive 
service to @°.iomobile dealers aid 
owners, and to those who need 
transportation in many war produc- 
tion centers.” 

Proceeding on the theory that car 
owners who are now getting little 
if any use out of their vehicles could 
be induced to trade them in now, 
provided their cash allowances were 
guaranteed by a strong financial 
institution, Mr. Dietz explained that 
at the time of trade the car owner 
and dealer will agree upon a cash 
value as well as a trade-in value to 
be applied toward the purchase of 
a new car after the war. 


How It Works 


Under the plan the dealer will 
forward his check for the trade-in 
value to CIT’s nearest branch office, 
whereupon the credit corporation 
will issue the car owner a postwar 
escrow receipt guaranteeing his 

(Continued on Page 34) 


Last Minute News Flashes 


WPB Urges Support of Tool Conservation Campaign 

Washington, D. C., May 28.—Signaling the start of a national cutting | rationing of supplies and allocation 
tool conservation drive by the War Production Board, Howard Coonley, 
director of WPB’s conservation division, called upon industrial advertisers 


today to promote tool care and proper handling through advertising cam- 


paigns in business papers. 


cil. 


Company, represents the Council. 


Williams Substitutes Radio 


ning July 5. 


on the same 82-station network. 
York, handles the account. 


|Foote, Cone & Belding, New York, 


| Whitney will serve in a major executive capacity. 


The campaign is being run in cooperation with 
the National Industrial Advertisers Association and the Advertising Coun- 
Bernard Dolan, advertising manager, Peter A. Frasse & Co., and 
Keith Evans, advertising manager, Inland Steel Company, are represent- 
ing NIAA, and T. H. Young, advertising manager, United States Rubber | 


Adventure Series 


New York, May 28.—J. B. Williams Company, Glastonbury, Conn., will 
use “Adventures of Nero Wolfe” on the Blue Network in behalf of Wil- 
liams shaving cream as a replacement for its current quiz series, begin- 
The new program will be aired at the same time, Mondays, | 
from 8:30 to 9 p. m., EWT, with a recorded repeat at 12 midnight, EWT, 
J. Walter Thompson Company, New 


Whitney Joins FC&B; Lockwood Named V.P. 

New York, May 28.—Elwood Whitney, formerly vice-president and 
senior art director of J. Walter Thompson Company, New York, will join 
Mr. | 


as vice-president on July 1. 
David W. Lockwood, 


_with FC&B’s Chicago office, has been elected a vice-president. 


Agency Liquidated; Duane Lyon Takes Over 


by S. Duane Lyon, Inc. 


New York, May 28.—Evans, Nye & Harmon, Inc., will be liquidated, | 
| |effective May 31. All accounts serviced by the agency will be handled | more than one of which can be gin. 


Distillers Face Many 
Problems; Institute 
Runs Copy in Ohio 


New York, May 27.—As Ohio this 
week became the 13th “monopoly” 
state to institute consumer rationing 
of liquor, the country’s distillers 
took another look at the supply, 
pricing, and allocation problems 
that are besetting the industry, and 
hoped, somewhat forlornly, that 
they would be able to steer a clear 
course between the varied reefs and 
shoals of unprecedented consumer 
demand, complete stoppage of dis- 
tilling, shortage of supplies, geo- 
graphic shifts in the consumption 
pattern, and heightened efforts of 
prohibitionists to clamp a new lid 
on the alcoholic beverage industry. 

Rationing of packaged goOds sales 
has become so widespread in states 
where packaged liquor is available 
only through state-owned stores 
that the Distilled Spirits Institute, 
composed of 56 distillers and liquor 
warehousemen, has taken official 
cognizance of the situation in Ohio 
by running a series of three 1,000- 
line advertisements in all news- 
papers in cities of 50,000 or more 
in that state, explaining the supply 
situation and the reasons for ration- 
ing. Swertfager & Hixon, New York, 
is placing the advertising. 


Adopt Liquor Purchase Books 


Two of these advertisements have 
already run. The third add last in 
the series will appear in the same 
Ohio papers June 1, the day that 
rationing goes into effect in that 
state, following a ten-day period in 
which package stores have been 
closed up. Under the Ohio plan, 
liquor purchase books have been 
distributed to consumers, and all 
purchases of liquor must be made 
in the zone in which the purchaser 
resides. Purchases will be entered 
on the books, and will be restricted 
to coincide with available stocks. 
No specific restrictions have yet 
been announced. 

Of the 17 states maintaining a 
monopoly on the sale of packaged 
liquor, all but four—Maine, New 
Hampshire, Vermont and Pennsyl- 
vania—have experienced so much 
difficulty making supply and de- 
mand coincide that they have ini- 
tiated rationing procedures of vari- 
ous types. In an informal attempt 
to achieve the same end and to 
allocate supplies so as to prevent 
hoarding by bars and package goods 
dealers, all distillers are also en- 
gaged in one form or another of 


of stocks. 


Use Permit, Ration Books 


| Here is the rationing setup in the 
113 monopoly states which have 
|already set up systems of control, 
jas reported by the Conference of 
| Alcoholic Beverage Industries: 

Washington: Consumers may buy 


| 


|individual permits which cost 50 
;}cents each, then obtain individual 
ration cards permitting weekly 


allotments of one quart of whisky 
and one-fifth of scotch. 

Idaho: Sales are permitted only 
upon presentation of individual ra- 
tion cards together with purchasers’ 
per >». The cards at latest reports 
| were good for one quart each of 


whisky, gin, rum or liqueurs per 
week. 
Oregon: Rum and brandy are not 


;rationed but under permits issued 
to consumers, purchases are re- 
stricted to one quart of any kind of 


whisky and one-fifth of gin per 
week. 

Iowa: Ptrchaser’s permit books 
are issued in which all purchases 
‘are reported. The latest ‘veekly 


ration is three quarts a week, not 


North Carolina: Coupon books are 
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issued to consumers. They cost 25 
cents, and contain 53 coupons, each 
of which is good for the purchase of 
one pint a week. 

Utah: Ration books limit con- 
sumers to 1.05 gallons a month. The 
weekly ration is cumulative during 
the month. 

Virginia: Coupon booklets are 
sold to consumers. The latest 
allowance is two quarts per month. 

Ohio: Using the purchase book 
system, with the unique addition 
that purchasers must confine all 
buying to the zone in which they 
are registered. 

Alabama: Purchases are restricted 
to one unit (quart or pint) at a 
time, but no formal rationing sys- 
tem has been adopted. 

Michigan: Informal rationing re- 
stricting consumers to two quarts 
a week is in effect, but is not being 
enforced in any formal manner. 

West Virginia: Under an informal 
system, purchases are restricted to 
one bottle a day, either pint or 
quart. A formal rationing system, 
utilizing coupon books, is expected 
to be adopted shortly. 

Wyoming: Rationing affects re- 
tailers, rather than consumers, 
under which the state commission 
sells only a certain percentage of 
purchases made during the base 
period of April-August, 1942. 

Montana: Has a system similar 
to that in Wyoming, with retailers 
allotted a percentage of base period 
purchases. Store managers are given 
the job of restricting consumers to 
“normal quantities.” 

All whisky distilling operations in 
this country came to a standstill in 
the fall of last year, as distilling 
equipment was turned to produc- 


tion of alcohol for war purposes, so 
that as far as domestic products 
are concerned, sales are simply a 
depletion of inventories. As of Feb. 
28, there were 404,000,000 gallons 
of whisky in storage, estimated to 
last about two years at the present 
rate of demand. Since that time 
stocks are reported to have declined 
to about 350,000,000 gallons. 

Even though it were certain that 
distilling operations could be begun 
within this two-year period, the in- 
dustry could not afford to deplete 
its stocks, since whisky requires 
aging, and large portions of the 
present supply were originally des- 
tined to be used in 1945 and 1946. 
To avoid complete shortages and the 
sale of green whisky, the industry 
must really make up for whatever 
period of time it is out of produc- 
tion by stretching a normal four- 
year stock over a five-year, or pos- 
sibly even a six-year period. 


Hope for Government Permit 


The industry has one faint ray of 
hope on the supply situation, but 
it is almost afraid to whisper it. 
There seems some possibility that 
the government will permit one 
month of distilling operations in the 
not too distant future; and if this 
materializes, distillers may be able 
to add almost a year’s normal sup- 
ply to warehouse stocks. 

In the meantime, every effort is 
being made to distribute shortened 
supplies fairly and equitably, and 
at the same time to prevent build- 
ing up of abnormal inventories by 
both retailers and consumers. Dis- 
tillers started self-imposed allot- 
ment plans in September of last 
year, and while trade sources are 


inclined to pooh-pooh reports that 


they are cutting retailers down to 
50% of “normal” purchases, all 
producers are keeping a careful eye 
on buying records and are doing 
their best to allocate shortened sup- 
plies in reasonable proportions. 

Some idea of the inroads which 
have been made on stocks can be 
garnered from the figures of pack- 
aged liquor stores in monopoly 
states showing retail sales, retail 
purchases and retail inventories all 
at high levels. 

During 1941, sales through pack- 
age liquor stores in “open” states 
were reported at somewhat more 
than 31,000,000 gallons, while dur- 
ing the same period retailers pur- 
chased about 32,000,000 gallons, 
building up their inventories by 
about 800,000 gallons. They wound 
up the year with almost 6,000,000 
gallons in inventory, or a little more 
than two months’ supply at then 
existing consumption rates. 

In 1942, sales through the same 
outlets jumped to more than 38,000,- 
000 gallons, aided materially by con- 
sumer stocking up before the new- 
est taxes went into effect, and at the 
same time, purchases by retailers 
climbed to a little more than 38,500,- 
000 gallons, giving these stores an 
inventory at year-end of something 
less than 6,500,000 gallons. How- 
ever, whereas 6,000,000 gallons was 
a little more than two months’ sup- 
ply at 1941 rates of consumption, 
6,500,000 gallons was considerably 
less than two months’ supply at 
levels of consumption reached dur- 
ing the latter part of last year. 

Thus far this year purchases by 
stores, because of inability to get all 
they wanted, have been below sales, 
and naturally retail inventories are 
showing a corresponding decline. 


INDIANA 
FACTS... 


From 
“Survey of 
Buying Power” 


* POPULATION 
3,478,900 


* PERSONS PER 
FAMILY, 3.1 


* URBAN, 55.1% 
* RURAL, 44.9% 


@ Farm incomes in the 
indionopolis Radius 
up 51%. 
industrial poyrolis in 
the Indianapolis 
Redius up 38%. 


@ The News Alone Does 
the Job. 


2. COUNTY 


in EFFECTIVE BUYING INCOME 


INDIANAPOLIS AND MARION COUNTY 


In all the vast Mid-West and Southwest only one other county 


exceeds Marion County (Indianapolis) 
\ 
buying INCOME. 


effective buying INCOME . . 


1942 over 1941, was 274-5%. 


\ 


. 231,066,000.00 (1942). 
\ 


in effective, per capita 


\ 
In the entire Mid-West but one other city leads Indianapolis in 
. and it leads by only $27.00 on 


the year! The per capita buying income increase in Indianapolis, 
\ 


THE INDIANAPOLIS NEWS RADIUS... . 
In the trading radius dominated by The Indianapolis News are 


\™ rich counties \with on effective buying income otf 


Retoil sales in these 33\Indianapolis News counties last yeor 


emcunted to $590,454,000.00. 
\ \ 


Study this, the Mid-West's second wealthiest market, in Sales 


Management's 


figures were token 


“Survey of Buying Power” 


and then remember 5 


from which these 


that notional 


odvertisers the notion over use The Indianapolis News alone to 
reach the ‘ena of Hoosierland. 


New York 


DAN A. CARROLL 


OE 42nd St 


“THE GREAT HOOSIER DAILY” | 


|shortages, but others have become 


ee | 


TO HELP EXPLAIN LIQUOR RATIONING 


~~ Fie Se 
B _ 


Not a drop of whiskey has 
been made in months... 


~~ 


Distilled Spirits Institute, Inc., Hashington, D. C. 
Memes af the Conterence of Sicohol« Beverage Industries Ime 


40 SPIRITS INSTETOTE, ine — 


America’s great distilleries are working 
24 hours a day, 7 days a week producing 
nothing but alcohol for war purposes . . 


That's why the present supply is limited 


THAT'S WHY RATIONING 
IS NECESSARY IN OHIO... 


te the Hartt 


This 1,500-line advertisement, third of a 


series, will appear in all newspapers in 


Ohio cities of 50,000 or more June |, when package stores will reopen after « 
two-week shutdown during which they were getting ready for official state-wide 
rationing. Swertfager & Hixon, New York, is the agency. 


As far as price is concerned, sales 
of both low-priced and premium- 
priced whiskies declined, in relation 
to total sales volume, while the 
medium-priced and fairly high- 
priced items developed larger and 
larger percentage of the total sales. 
What will happen to individual 
brands, and to taste preferences as 
to various types of alcoholic bev- 
erages under existing chaotic condi- 
tions, is anybody’s guess. All dis- 
tillers and importers are doing their 
best to keep supplies flowing so that 
customers will not become too will- 
ing to accept “whatever you have,” 
and opportunists are scouring Mex- 
ico, Central and South America for 
alcoholic beverages of all kinds 
which can be imported with some 
degree of ease and which are likely 
to find an exceptionally friendly re- 
ception from a public with a great 
thirst and the money to satisfy it 
burning a hole in its pocket. 


Gin Supply Dwindling 


Gin, despite additions of South 
American products, is rapidly be- 
coming a rarity, and since it nor- 
mally accounts for about 15% of the 
alcoholic beverage gallonage, it 
seems obvious that large numbers of 
consumers of the product must be 
drinking less gin and presumably 
more of something else. Scotch, 
which has never accounted for more 
than about 7 or 8% of whisky gal- 
lonage for the country as a whole, 
although much more popular on the 
Eastern Seaboard, is likewise having 
its troubles. Aside from difficulties 
attendant on its importation, scotch 
popularity has always been a rather 
exclusive attribute of the “upper 
classes.” The combination of cir- 
cumstances which has boosted scotch 
prices up severely, and at the same 
time has saddled its conventional 
imbibers with frozen salaries and 
substantially increased income taxes 
would prevent it from making too 
much headway at the expense of 
domestic whiskies and blends. 
Despite the distribution problems 
of the industry, one thing seems cer- 
tain; there will be no federal at- 
tempt to ration liquor, because it is 
considered a luxury, and as such not 
amenable to rationing. This puts the 
problem of keeping names alive and 
controlling distribution squarely up 
to the distillers, with the assistance, 
in monopoly states, of the various 
state liquor control organizations. 
On the advertising front the situa- 
tion is equally confused, and many 
fear that liquor linage, which moved 
into new high ground last year and 
continued at high levels early this 
year, is likely to slough off seriously 
before many more weeks roll by. A 
good many advertisers are still using 
straight product advertising, despite 


chary of this type of promotion, 
especially because they fear pos- 
sible public reaction against liquor 
advertising may be heightened by 
short supplies. Media too are con- 
scious of the fact that liquor adver- 


tising is under more fire than usual 
|during wartime, and with space at a 
‘premium in many cases, are not 


eager to overload their pages with 
alcoholic beverage promotion. 

On the other hand, distillers and 
others realize that promotion is one 
of the most essential ingredients to 
brand success in the field, and are 
naturally reluctant to let the pres- 
tige and consumer acceptance they 
have built up lapse because of ab- 
sence from the promotional lists. 
As a consequence, more and more 
liquor and related advertising is 
turning to institutional and war- 
effort themes. Calvert is devoting its 
promotion to various  war-effort 
themes, and so is Carstairs. National 
Distillers, Schenley, Seagram’s and 
all other leading producers are like- 
wise presenting institutional mes- 
sages and war-effort copy in at least 
a portion of their advertising, and 
more of this type of promotion can 
be expected. 

Schenley is hedging against pos- 
sible more severe shortages with in- 
tensive promotion of its recently ac- 
quired Cresta Blanca wines, and 
most other factors in the industry 
are doing their best to add lines 
which can be secured in fairly good 
supply. All distillers agree, how- 
ever, that both the wine and beer 
industries have a job on their hands 
supplying their own growing mar- 
kets, and that there is little possi- 
bility that they will be able to do 
much toward changing the conven- 


during the war period. 


tional drinking habits of the public 


gives ort director, client 

and engrover the ort-copy 

they like. Prices $38 up. 
Write! 
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Leading Women’s Groups give you 


Most Ration Books per $ 


Yes, 49% to 74% more ration books per dollar than do the general 


monthly, weekly, or women’s service magazines! 


A. C. NIELSON says, “The manufacturer 
whose.product is rationed... will seek to follow 
these shifts: 


1. Keep his share of usage among his pre-war 
customers. 


2. Gain Ais proportionate share of volume among 
the new users of his commodity...created by the 
present period. 

“This * sape of shortage may lay the ground- 

work for greatly increased volume in the days after 

the war is won...” 


family.” 


“There’s no ration problem in our 
house; our two young children have points left 


Potter’s Thrift-E Market. Ed Potter, the grocer, 
has been serving Mrs. Baker for years. He calls 
her Emma Jane. In a neighborhood predomi- 
nantly Wage Earner, Mr. Potter is selling more 
premium-priced products than ever. He says, 
“These people can afford the best. It’s my job to 
see that they get it.” 


“The best food and enough of it. 
That’s my job. My husband works long 
hours and is on his feet all day.” High 
wages make Wage Earners’ ration books 
work hard in supplying quality. 


“I don’t know where he 
puts it! You'd think Danny was 
the airplane mechanic. I like to see 


him eat, and you can bet your num- 
ber 17 coupon that I buy the best.” 


EDITED FOR YOUNG HOUSEWIVES IN WAGE EARNER FAMILIES 


‘ AMERICA’S OLDEST, MOST STABLE WOMEN’S GROUP 


“We're saving now for a 
home of our own,” says Mrs. Baker. 
“That's one of the reasons we're 
buying Bonds every payday... be- 
sides helping win the war, of course. 
I want my new home all on one 
floor. Hobby? Mine’s my home and 


Mactadden Women's Grou 


—— 


“Our coupons buy the best,’’ says Mrs. 
Emma Jane Baker, wife of aircraft mechanic Ed 
Baker of Dayton, Ohio. “Magazines? I read True 
Romances. The problems that confront the people in 
the stories seem just like ours.” 


And today, Women’s Groups bulk up among 
these new money Wage Earner families. 

For ten consecutive years, the five Mac- 
fadden Women’s Group magazines have been 
consciously edited to this Wage Earner section 
of the population. 

For ten years, each of these 5 time-tested 
magazines has sorted out the best buyers...the 

ounger, “brand-habit forming” housewives. 
he reader loyalty and reader confidence, she 
influence that this type of editing has produced 
can, now more than ever, produce sa/es for you. 


over,” says Mrs. Baker, photographed in Ed Wage Earner Families which are on the average larger than white collar families, 
have more ration books. And they have the money to spend...for they're getting 69¢ out 
of every war dollar. Reach them—sell them—now. 


**My husband carries 
his lunch in a paper sack — 
fruit, 2 sandwiches, pie or 
cake. He sometimes has to eat 
at his machine.” Most adver- 
tisers know that through din- 
ner pails, and school lunches, 
Wage Earner housewives fix 3 
meals a day for all family 
members. That’s important! 


my 
ANNIVERSARY j 


Founded originally in 1923 — with the 
same 5 magazines since 1933 
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WPB Expected to 
Tighten Up Paper 
Restrictions Soon 


Washington, D. C., May 27.—It 
was indicated today that govern- 
ment controls on paper restrictions 
may be tightened shortly. In the 
magazine field, July 1 will mark the 
end of the second quarter and the 
date for the filing of the six-months’ 
consumption reports. 

Newspapers have filed their re- 
ports quarterly, but magazines— 
since they are permitted by L-244 to 
borrow paper from the next quarter 
—will file their first reports with the 
printing and publishing division of 
the War Production Board this 
month. 

So far, the printing and publish- 
ing division has walked softly in the 
field of paper restrictions, with a 
minimum of scare talk. But the or- 
ders which authorized the paper re- 
ductions also empowered the divi- 
sion to turn violators of the quotas 
over to the compliance division, 
which will take proper legal action. 


Pictures Paper Situation 


The clearest picture of the paper 
situation as it now appears was 
given this week by W. G. Chandler, 


EXPLAINS AID 


wow TWé PULP: PAPER wousTRY 
HELPS WIN THE WAR 


FIGHTERS AND BOMBERS “TARE OFF* 
FROM BLUEPRINT PAPER A MODERN 
FIGHTER PLANE REQUIRES SOME 10,000 
DRAWINGS OR ROUGHLY ONE ACRE OF 
JOLUEPRINTS.. AROMBER THREE ACRES! 


WITHOUT ACCURATE MAPS 
WO CAMPAIGN COULD BE 
PLANNED, NO ATTACK 


$40,000 SQUARE FEET of biseprinr paper 
wore Tend bwtone the beet of Canade’s fi 


rae Pou ano Paver 


INDUSTRY OF CARABDA 
O72 SUN LITE BUILDING MONTEEAL 


The Pulp and Paper Industry of Canada 
plans a series of 10 monthly insertions 
in a selected list of newspapers in eight 
key cities across Canada. This is the 
opener. Cockfield, Brown & Co., Ltd., 
Montreal, is the agency. ~ 


director of the division, to the As- | 
sociated Business Papers meeting at! 


Skytop, Pa. | 

In the first quarter of 1943, as) 
contrasted to average production | 
during 1942, production declined as 
follows: Bleached sulphite (white 
print papers) —8.8%; unbleached 
sulphite (wrapping paper, post 
cards)—25.3%; bleached sulphate 
(specialty papers, some magazines) 
—3.8%; unbleached sulphate (con- 
tainer board, grocery bags—13.8% 
soda pulp (printing papers, maga- 
zines and books) —14.9%; and 
groundwocd pulp (newsprint, gen- 
eral printing papers) —8.8%. 

Mr. Chandler urged that conser- 
vation of paper be practiced where- 
ever possible, and mentioned spe- 
cifically that the publishers could 
discourage the printing of elaborate 
booklets, pamphlets, financial state- 
ments, etc. on high quality papers. 

Mr. Chandler also spoke frankly 
on a touchy subject—the fact that 
business papers have been lumped 
with general magazines so far as 
paper allotments are concerned. 


No Relative Essentiality 


Said Mr. Chandler: “One general 
principle has been established and 
maintained. Relative essentiality or 
public service cannot properly be 
considered in limiting the use of 
paper for publication.” 

“It is now generally accepted,” he 
continued, “that distinction in con- 
tribution to the war effort would be 
a fatal first step toward government 
control of free expression.” In the 


eyes of the printing and publishing 


division, he said, Aero Digest, the 
Christian Herald and the Police 
Gazette are equals. 

It has been regularly protested by 
business paper publishers that their 
greatly expanded circulation and 
reader service, due to war- born 
problems which their editorial con- 
tent helps to solve, should entitle 
them to separate classification and 
consideration. 


White-Wheeler Bill 
Hearings Postponed 


The White-Wheeler bill to amend 
the Federal Communications Act of 
1934 was to have had hearings last 
week, but Senator Burton K. 
Wheeler, one of the bill’s sponsors, 
has set back the hearing dates until 
late June. 

The National Association of 
Broadcasters will hold a directors’ 
meeting in Washington June 3-4 at 
the Hotel Statler, at which time 
they will discuss the bill. 


Two Join ‘Collier's’ 

J. R. Kincaid and Matt W. Hous- 
ton have joined the Collier’s staff 
in the Chicago office of Crowell- 
Collier Publishing Company. Mr. 
Kincaid was with Capper Publica- 
tions for many years, and. Mr. Hous- 
ton was formerly in the Boston of- 
fice, and more recently in the New 
York office of Woman’s Home Com- 
panion. , 


- 


GETTING NOWHERE FAST! 


Trying to get ahead on a treadmill is just needless 


exertion that gets you nowhere fast. 


Yes, Mr. Ex- 


porter, curtailing your export advertising at this 
time is one sure way of building a treadmill for your 
firm. Working twice as hard—advertising twice as 
much — after the war won't win the race for you, 


either. 


It's NOW—this interval before the war is 


won—that makes the deepest impression. Cultivate 


Latin-American goodwill, 


implant your product, 


company, and trade-name firmly in Latin-American 


minds today if you would be in the front row when 


the orders are being handed 


out. 


You can make headway faster with those vast 
Latin-American markets and their rich postwar busi- 
ness by carrying through your advertising in *BPIC 


publications. 


*BPIC Specialized Export Magazines 


assure you of staying ‘way up front in these five 
important export fields: drug, engineering, indus- 
trial, and construction in Latin America; and auto- 
motive throughout the world. 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK CITY 
(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


INTERN 


gupusTRia 


TH omobile 


Eiiiericase 
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FARMALEUTICS 


Hildreth Elected 
Head of Business 
Paper Association 


Skytop, Pa., May 26.—Wartime 
problems of the business publishing 
field were discussed at a three-day 
convention of the Associated Busj- 
ness Papers, Inc., which closed here 
today. Manpower and other per. 
sonnel problems were rated first 
among those confronting the fielq 
although paper restrictions anq 
other production difficulties were 
high on the list. 

Earl Shaner, Penton Publishing 
Company, Cleveland, the retiring 
president, was elected chairman of 
the board, succeeding W. J. Rooke, 
of the W. R. C. Smith Publishing 
Company, Atlanta. Joseph S. Hil- 
dreth, Chilton Company, Philade]- 
phia, was chosen president, and 
Kingsley L. Rice, Power Plant Engi- 
neering, Chicago, was made vice. 
president. M. A. Williamson, Mc- 
Graw-Hill Publishing Company, 
New York, is treasurer. 

Directors are Arnold Friedman, 


published monthly in Span- 
ish, circulates to the Latin 
American INDUSTRIAL 
field. 


published monthly in Span- 
ish, circulates to the Latin 
American CONSTRUCTION 
field. 


Asia, 
Oceania. 


ublished monthly in Eng- 
ish and circulating to the 
AUTOMOTIVE 
Africa, Europe and 


published monthly in Span- 
ish and circulating to the 
DRUG TRADE in Latin 
America. 


published monthly in Span- 
ish and circulating to the 
AUTOMOTIVE TRADE in 
Latin America. 


TRADE in 


Chain Store Age, New York; Robert 
|H. Morris, American Builder, Chi- 
cago; Roy Shrope, Bakers Weekly, 
|New York; A. J. Haire, Haire Pub- 
|lishing Company, New York, and 
P. C. Lauinger, Oil & Gas Journal, 
| Tulsa. 


Discuss Problems 


| Off-the-record talks by govern- 
ment representatives and industry 
leaders featured the meeting. Col. 
A. R. Ginsburgh, chief, industry 
services, War Department, discussed 
war production, and William G. 
Chandler, chief of the WPB printing 
and publishing branch, handled the 
paper situation and immediate out- 
look. Paul Hoffman, president of 
the Studebaker Corporation, and 
chairman of the Committee for Eco- 
nomic Development, spoke of the 
progress of this work. 

In a discussion of business pub- 
lishing problems, Judd Payne, 
Architectural Record, reported that 
a survey of publishers revealed that 
personnel problems are first on their 
list. Many key men are being lost 
to war service, being replaced in 
some instances by women. Stanley 
Knisely, executive vice-president of 
ABP, presented a detailed analysis 
of the war service being rendered 
by the editorial and advertising con- 
tent of business papers as a logical 
basis for draft deferment of essen- 
tial workers in the field. 

Emphasis was laid by speakers 
discussing the editorial service of 
business papers on both the wartime 
and postwar service which they are 
prepared to render. John Van De- 
venter, editor of The Iron Age, led 
the discussion on this topic. 

Mason Britton, of the McGraw- 
Hill Publishing Company, was pre- 
sented with a plaque recording the 
appreciation of the business pub- 
lishers for his work in representing 
their interests at Washington in 
connection with the paper situation 
and other problems. 


Names Abbott Kimball 


National Association of Merchan- 
dise Brokers, New York, has ap- 
pointed Abbott Kimball Company, 
New York, to handle its advertis- 
ing. Newspapers will be used. 


‘ Selling Women While 
 ‘They’re Young 


| Published by GIRL SCOUTS 
; £55 EB. 44th St., New York 


Member of 
) THE YOUTH GROUP 
ee — = 


200,000 ABC! 
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7 ELLO... Strand? What are you playing tonight? 
Humphrey Bogart? Oh, swell!” Movie exhibitors 
know in advance the magnetic power of that he-man name 
—Humphrey Bogart. To millions of men... women... boys 
...girls—and even tots in short pants and braids—there’s 
something appealing—something endearing about a senti- 
mental slugger...a big-fisted brawler with a heart o’ gold. 
Bogart is “big box office.” He draws the crowds. 
Rightly enough, the same elementary emotion that yells: 
“Sock him, Humphrey!” applauds Popeye the Sailorman, as 
he swings toward the button of a villain. What Bogart is 
to the Movies— Popeye is to that nationwide, “Picture-Page- 


Theater” audience— Puck-The Comic Weekly. 


Humphrey Bogart on the SCREEN... 


See... Humphrey Bogart 
“ACTION IN THE NORTH ATLANTIC” 


A Warner Bros. Picture 


POPEYE in The COMIC WEEKLY 


16. NAMES are always BIG BOX OFFICE « 


Popeye, the master of muscle and the sultan of spinach 
—is only one of the “big box office” names in Puck's dazzling 
ALL-STAR CAST. Playing the same Puck “circuit” are those 
other headliners: Beautiful Blondie and her difficult Dag- 
wood; Philosopher Skippy, who knows more about life than 
a Quiz Kid; Jiggs and Maggie in their rolling pin act; those 
lovable dopes, Barney Google and Snuffy Smith; Flash 
Gordon; Tillie the Toiler; and, of course, that pair of cain- 
raisers, the Katzenjammers. 


An All-Star Cast 


No wonder nearly ALL the people in the more than 6 
million homes, where The Comic Weekly is delivered, at- 


tend this great Puck variety show every week. No wonder 
America’s big-time advertisers have a financial interest in 
Puck's “box office take.” Puck delivers readers like few other 
publications in history —delivers their interest, their loyalty 
and directs their spending habits. 

Now, more than ever, Puck-The Comic Weekly is attract- 
ing the eye of media-minded executives. For Puck's national 
distribution—through 15 great Sunday newspapers, sharp- 
shoots the great industrial markets, where money is being 
spent today in unaccustomed denominations. 

Manufacturers who have merchandise to sell—or brand 
names to preserve—will find in Puck's colorful pages the 
“box office” needed in these extraordinary times. 


Tie your message to the Big “BOX OFFICE” of 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 
959 Eighth Avenue, New York ¢ Hearst Building, Chicago 
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Agency Gets Three 


John Stover Advertising, Co- 
lumbus, O., has been appointed to 
handle the accounts of Hoosier En- 
gineering Company, Chase Foundry 
& Mfg. Company, and Olentangy 
Village Bowling Center, all of Co- 
lumbus. Business papers and direct 
mail will be used. 


New Cue for CBS 


Designed to impress people not 
closely connected with radio that 
the call letters, CBS, identify the 
Columbia Broadcasting System, the 
network’s new cue on sustaining 
programs beginning June 1 will be 
“This is CBS, the Columbia Broad- 
casting System.” 


Grade Labeling 
Raked Over Coals 
af OPA Hearing 


Order Discriminates 
Against Brands, 
Testimony Charges 


By JOHN CRICHTON 


Washington, D. C., May 27.— 
Grade labeling, its cause and cure, 
was the subject of heated testimony 
this week at the hearings of the 
House interstate commerce _ sub- 
committee investigating restrictions 
on brand names and newsprint. 

And along with grade labeling, 
the sub-committee heard a series of 
attacks on the methods, men and 
machinations of the Office of Price 
Administration. Representatives of 
industry, trade associations and 
labor unions appeared to fire their 
salvos at OPA’s technique. 

Some samples of the testimony: 

Earl Constantine, president of the 
National Association of Hosiery 
Manufacturers, on OPA personnel: 
“It is devoutly to be hoped that out 
of these hearings and general dis- 
cussions and criticism which prevail 


STANDARD | 


STUDIOS INC. 
540 N. MICHIGAN AVE. + CHICAGO 


WHlitehall 5355 


today will come a general house- 
cleaning of OPA both in personnel 
and in attitude. . . All too often one 
encounters an atmosphere of mis- 
understanding, suspicion and what 
appears to be malice toward the 
business community. . . One might 
describe one’s experiences on the 
last score as ‘Adventures with Mal- 
ice in OPA-land.’” 


“Aim at Reform” 


T. H. Mueller, president of Julius |: - 


Kayser & Co., on the price regula- 
tions under which OPA is now op- 
erating: “[They] are based on a 
theory of profit control instead of 
price control and aim at reform in- 
stead of regulation.” 

Joseph P. McCurdy, general 
president, United Garment Work- 
ers of America, on grade labeling: 
“This may lead to streets without 
names, telephones without numbers 
and checks without signatures.” 

One of the most comprehensive 
and completely-integrated pictures 
of the difficulties affecting the op- 
eration of a hosiery manufacturer 
under OPA price and labeling re- 
strictions was that of Clarke W. 
Tobin, burly executive vice-presi- 
dent of Propper McCallum Hosiery 
Company. 
testimony; that in February the 
company made a net profit of 
$6,611; under MPR 339, the hosiery 
regulation, the company would have 
lost, on the same volume of sales, 
$12,411. 


Some highlights of his} of 


In 1942, the company made 


a profit, net, of $136,458. Projecting 
sales under MPR 339, the company 
stands to lose more than $100,000 
on this year’s operations. 

“To exist,” providing no relief is 
given, Mr. Tobin said, “I must im- 
mediately cut out all my salesmen 
and discharge them, cut out all my 
advertising, and what hurts the 
most is that I will have to discharge 
my 57 gauge knitters. .. These men 
make the best stockings in America 
. and when I do this, I may only 
break even in my business if I am 
lucky.” 


Group Presents Case 


Twenty of the branded hosiery 
makers, Mr. Tobin reported, banded 
themselves together to try to pre- 
sent a case to the textile division 
of OPA. They asked: (1) a differ- 
ential for quality branded hosiery, 
(2) elimination of grade labeling, 
(3) general protection for al 
branded names in the industry, and 
(4) deferment of the order for at 
least 90 days so that the regulation 
might be corrected. 

He exhibited some interesting 
charts, one of which showed hosiery 
distribution in 1942, broken down 
as to retail outlets. Branded hosiery 
accounted for approximately 28% 
the sales. He charged that 
although branded lines were re- 
duced under the regulation, un- 
branded prices were increased— 
thus putting a burden of 16 million 
dollars on the lower-price un- 
branded hosiery. This, he pointed 


Talking Train 


Takes to Highways! 


If you were listening to the NBC show “Author's Playhouse” 
on the evening of April 21, you'll certainly recall the mem- 
orable dramatization of Walter Schramm’s famous magazine 
story, “Dan Peters and Casey Jones.” It was built around 
the adventures of a little train (Casey Jones) which, after 
twenty years on the same tracks, gayly hopped off and went 
galivanting all over the place, just to see what the U. S. 


was really like! 


Well, NBC wanted the train to tell part of its own story. 
But how to make a train talk? 


You're right—they used Sonovox! And as a result, got a 


dramatic effect that is almost impossible to describe. . . . 


Yes, Sonovox offers another dimension for conveying ideas. 
situations, thoughts—for catching the ear and holding the 
Ten years from now you will be using Sonovox, 
in the proper place, as a matter of course. 


memory. 


But in the mean- 
time, the pioneers at the right are cashing the extra dividends 
that always accrue to the foresighted. 
them? 


Why don’t you join 


“Talking and Singing Sound” 


CHICAGO . NEW YORK 


SAN F 4ANCISCO 


WRIGHT-SONOVOX, INC. 


HOLLYWOOD 
FREE & PETERS, INC. Exclusive National Representatives 


HOLL YWOOO 


SONOVOX PIONEERS 


Allied Mills, Inc. (Wayne Feeds) 
Louis E. Wade, Inc. 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 


American Industries Salvage 
Committee (Steel eat Drive) 
McCann Erickson, Inc. 


Bismarck Hotel 
Smith, Benson & McClure, Inc. 
Buick Motors Division, General 


Motors Corp. 
Arthur Kudner, Inc. 


Chicago, Milwaukee, St. Paul & 
Pacific 


Roche, Williams & Cunnyng- 
ham, Inc. 


Chick Bed Company 
(Chick poe Litter) 


The W. D. Lyon Co, 
Coye'*s -Palmolive Peet Company 
Palmolive) 


sf ard Wheelock Co. 

Delaware, Lackawanna & Western 
oal Co. 
Ruthrauff & Ryan, Inc. 

Walt Disney Productions 


Emerson Drug Company 
(Bromo-Seltzer) 
Ruthrauff & Ryan, Inc. 


Christian 7 Gelgens Brewing 
Company (Feigenspan and 
Dobler P. . Beers and Ales) 

saints Shoes 
Russell C. Comer Advertising 
Company 

— Cafeterias of America 
m. . J. Potts-Calkins & Holden, 

Nec. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Macon, Inc. 

Grocery Store Products Sales Co. 
Inc. (Fould’s ae Products} 
Campbell-Ewald Co., Inc. 

Chr. Hansen Laboratory, Inc. 
(Junket Quick Fudge Mix) 
Mitchel Faust Advertising 
< ‘ompany 

Andrew Jergens Co. 

(Woodbury's Products) 
Lennen & Mitchell, Inc. 

Lever Brothers = (Lifebuoy Soap) 

Ruthrauff & Ryan, Inc. 


National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 


Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American Coffee Bureau 
Buchanan & Co., Inc. 

Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 
(in all broadcasts) 


Shell Oil Company, Inc. 
Walter Thompson Co. 


U. S. Treasury Dept. 


Universal Pictures Company, Inc. 
(“Larceny With Music”) 
Warner Brothers Pictures, Inc. 
(Thank Your Lucky Stars) 
Velie-Ryan, Inc. (Nesbitt's 
California Orange Drink) 


ATLANTA 
Ma 


out, hit the poorer buyer, who could 
least afford the increase. 

He pointed out that brands assist 
the small retail outlet in its battle 
with chain competition, and asserted 
that the single price policy followed 
by his company gives small stores 
a better opportunity. 

“I honestly believe,” he said, “if 
order MPR 339 is allowed to stand 
with its grade labeling, standard- 
ization and impossible price struc- 
ture, it will become a pattern which 
will be set up and put in operation 
against every piece of branded mer- 
chandise in this country from Arrow 
shirts to Chatham blankets, and 
from Coca-Cola to Campbell’s soup. 

It is a deliberate attempt to 
change business practices and re- 
form industry under the guise of a 
war necessity.” 


Says Brands Were Slighted 


“The OPA has deliberately dis- 
criminated against brands in its 
order,” he charged, “unbranded 
merchandise was not raised in price; 
the wholesaler was given a differ- 
ential (but certainly it was not 
|}enough), but the branded manufac- 
turer who does so much for the 
small retailers of this country was 
absolutely disregarded and buried 
to the point where no longer could 
his quality, as a result of research, 
be anything other than the stand- 
ardization required by the order.” 

“The brand name,” he concluded, 
“is the public’s protection against 
inferior merchandise. This order 
deprives the public of that protec- 
tion.”’ 

Advertising figured prominently 
in the hearings. When George S. 
McMillan, secretary of the Associa- 
tion of National Advertisers, was 
addressing the committee he laid 
heavy stress on the role of adver- 
tising as the life blood of press and 
radio. 

Rep. Charles A. Halleck, Indiana 
Republican whose resolution started 
the Congressional inquiry inter- 
rupted. “Is it possible that the phil- 
osophy behind many of the OPA 
regulations is actually a concealed 
attempt to hamper the activity of 
the press and radio? We all know 
advertising enables the press and 
radio to be self-supporting, but 


from if OPA drives trademarked | 
and branded merchandise out of the 
market?”, he asked. 

Later, Rep. Halleck said: “The | 
manufacturer knows that advertis- | 
|ing is the most economical way to 
j}achieve widespread distribution for 
a worthy product. Advertising 


ance. It develops greater volume. 
|}and thereby enables the manufac- 
|turer—in the long run—to deliver 
| better quality for a given price.” 
Suggests Report to Public 


Rep. Charles A. Wolverton, New 
Jersey Republican, asked Mr. Tobin 
about pruning his advertising de- 
partment. “Before you fire your 
advertising men,” he _ suggested, 
“wouldn't it be wise to tell the pub- 
lic just what this regulation means 
to you?” 

Part of the sound and fury of the 
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Funk & Wagnalls Co., New York, and 
Harper & Brothers, New York, book pub- 
lishers, have joined hands to advertise 
five books written by Assen Jordanoff, 
aviation expert. Full-page advertise- 
ments in seven newspapers throughout 
the country carry the signatures of both 
companies. Three of the author's books 
have been published by Funk & Wag- 
nalls and two by Harper. 


can be laid to the barrage which is 
now breaking around the Office of 
Price Administration, a _ barrage 
which threatens to soften the 
foundations of OPA and let the 
House that Henderson Built come 
plunging down. 

But marketing men watched the 
sessions with grave concern. It has 
been predicted that grade labeling’s 
adoption, for many years a plank 
of organized consumers’ platforms, 
during the war would have inevi- 
table repercussions if industry 
sought its removal after the war. It 
would be likely to be a temporary 
reform which could easily become 
permanent. 

Consumer groups came in for 
study during the hearings. Com- 
menting on the support of grade 
labeling by women’s organizations, 
Rep. Wolverton asked, “What are 
you doing to put your viewpoint be- 
fore the people of the country, to 
show they aren’t saving, and aren’t 
getting the quality they are ac- 
customed to?” 

Mr. Tobin, who was in the wit- 
ness chair at this time, said he 
didn’t know much about consumer 
groups; that he thought, from what 
he knew of them, that they might 
be part of a “new philosophy” for 
which he had little respect; and that 
they might be “dangerous things.” 


Borwick to ‘Record’ 


Richard Borwick, formerly pro- 
motion manager and financial edi- 
tor of the Washington Times Herald, 
has been appointed promotion man- 
ager of the Philadelphia Record. 
Dorothy Cantrell has been named 
his assistant. 


Named Manager 


Whilar Wilson has been appointed 
manager of the Hollywood office of 
Compton Advertising. He was pre- 
viously with Ward Wheelock Com- 
pany and Benton & Bowles. 


where can this advertising come | 


| breaks down so-called sales resist- | 


| It makes possible mass production, | 


investigation and of the testimony’ 


| 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending 

100,000 readers 


customers 
daily! 


* *& THE & * 


JOURNAL - COURIER 
NEW HAVEN, CONN. 
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ADVERTISING AGE 


MORE WAGE EARNER FAMILIES LIKE THESE 
' ... today’s best customers, tomorrow’s best 


customers... today’s and tomorrow’s most im- 


: portant opinion-makers about everything af- 


fecting your business! 


The Charles Sims, of Cleveland, a Victory home for 
the duration, and a TRUE STORY home for 15 years. 


THE SERVICE | MAGAZINE. OF 


: THE WAGE EARNER MARKET ~~" 


FIRST [5¢ TRUE STORY 
NEWSSTAND SALE 


| UP 145.000! 


LATE ESTIMATES give May True Story, first 
issue at 15c, 145,000 more newsstand buyers than 


May, 1942, at 10c, which was 249,000 ahead of 1941. 


TOTAL NET PAID estimated at 2,015,000!... 
within 20,000 of May, 1942, (which was 185,000 
ahead of May, 1941). All in spite of shedding of 
190,000 boy sales enjoyed by last year’s May issue. 


EXTRA MONEY PAID for premium-priced 
True Story at the newsstands makes an *83,000 answer 
to how Wage Earners regard True Story... for 24 years, 
and now more than ever before, the leading influence 


in the Wage Earner Market! 


Gives You These 6 “EXTRAS”! 


1. Most Wage Earners at Least Cost 4. Least Duplicated Audience 
2. Highest Average Ad Readership 5. 41% Higher Editorial Readership 
3. Record Pass-Along 6. Moves with the Payrolls 
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ADVERTISING AGE 


May 31, 1943 


Tucker Acquires Agency 

George B. Tucker, who has been 
with E. C. Rogers Advertising 
Agency Rochester, N. Y., for the 
past 10 years, has bought the agency 
and will operate it under the name 
of G. B. Tucker, Advertising, main- 
taining the present staff and offices 
at 80 East Ave. E. Claude Rogers, 
founder of the agency, died early in 
April. 


Board Names Deateale 


Glenmore Distilleries Company, 
Louisville, has appointed Raymond 
E. Deateale vice-president in charge 
of sales. He has been with the com- 
pany in various capacities since 
1913. 


“It’s that 4-F Quintet over WF DF 
Flint Michigan.” 


Postum Package 


Changed to Avoid 
Buyers’ Confusion 


(Picture on Page 1) 


New York, May 27.—Disturbed by 
indications that some potential new 
users of Postum think the cereal 
beverage is a prepared breakfast 
cereal to be eaten with sugar and 
cream, General Foods Corporation 
has redesigned the Postum package 
to emphasize “Postum” and mini- 
mize “cereal.” 

The new carton will appear on 
grocers’ shelves shortly, according 
to James Ingram, vice-president in 
charge of Postum merchandising, 
who explained that regular users 
of Postum know the product as 
“Postum Cereal,” but some consum- 
ers, especially potential new Postum 
drinkers, “were confused by the 
large word ‘Cereal’ on the carton, 
so we have revised our packages so 
that the product is now Postum, 
with the descriptive qualification— 
‘Cereal Beverage’ — in smaller 
type.” 

Demand for the beverage has 
grown so rapidly as coffee has been 
rationed and supplies of tea have 
been short that General Foods has 
been unable to completely fill de- 
mands. Instant Postum, the form 
of the beverage that dissolves in hot 
water, has been especially hard to 


| keep in stock, and as a result Gen- 


}eral Foods is urging dealers to ad- 
| vise customers that regular Postum 
|is exactly the same beverage as In- 
stant Postum and that it can be 
| prepared exactly as coffee is pre- 
pared, and with the same beverage-' 
making equipment. 


Manchester Elected 
FC&B Vice-President 


Donald S. Man- 
chester has been 
elected to the 
board of direc- 
tors and named 
a vice - president 
of Foote, Cone & 
Belding, Chicago. 

Mr. Manches- 

ter, who began 
his advertising 
career 12 years 
ago as artist and 
layout man in a 
small agency, 
joined Lord & D. S. Manchester 
Thomas in 1938. 
Until last December, when he was 
transferred to Foote, Cone & Bel- 
ding’s Chicago office, he was in the 
agency’s San Francisco office. 


Schoenfeld Joins Gross 


Leonard R. Schoenfeld has joined 
the Julian Gross Advertising 
Agency, Hartford, as vice-president 
and account executive. 


AN UNUSUAL 
EDITORIAL 
TREATMENT 
ASSURES 
OUTSTANDING 
READER INTEREST 


RESERVE YOUR SPACE TODAY 


REFERENC 
NUMBER 


READ THESE EDITORIAL HIGHLIGHTS 


Review and history of development of all modern 


building materials, including 


preview of future. 


lumber and building 


resume of new prod- 


ucts in laboratory development. 


Survey of housing development in America, show- 
ing how social and economic influences have 
changed the size and design of houses, with 


Bird's-eye view of evolution of modern retail 


materials store, with 


an appraisal of the lumber and building 
material dealer's post-war position. 


Insert in color visualizing layout and set- 
up of ideal modern retail lumber and 
building materials store with enumer- 
ation of principal items stocked. 


American fumberman 


431 


SOUTH DEARBORN ST., 


CHICAGO 


ADVERTISING PORMS CLOSE JUNE 2%. 


—— ———____ ———_ 


Special Insertion | 
Launches New RCA 
Electronics Drive 


Camden, N. J., May 26. — The 
forerunner of what promises to be 
a long-range advertising drive for 
Radio Corporation of America’s 
electronic equipment, appeared this 
week in full-page insertions in the 
New York Times, New York Herald 
Tribune, the Wall Street Journal, 
and the Washington Post, Star and 
Times-Herald. 

Headlined “How RCA Electronic 
Television Brought Sight to Radio,” 
copy traces the historic steps in the 
evolution of this new science “cre- 
ated by RCA Laboratories.” An 
NBC technician is pictured instal- 
ling an Iconoscope—“the RCA in- 
vention that made possible elec- 
tronic television.” 

The text relates that “Back in 
1929 a modest man with a quiet 
voice calmly announced two inven- 
tions .. . two amazing, almost magic 
devices that made it possible for 
radio to see as well as to hear. This 
man was Dr. V. K. Zworykin of 
RCA Laboratories. And his research 
in electronics gave radio its elec- 
tronic ‘eyes’ known as the Iconos- 
cope and the Kinescope. The for- 
mer is the radio ‘eye’ behind the 
camera lens; the latter is the re- 
ceiver’s screen.” 


Milestones Recalled 


The advertisement recalls the 
period between 1928-1932 when the 
first experimental station to all- 
electronic television was established 
/}and presents these historical dates: 
1936 — outdoor television demon- 
strated by RCA with local firemen 


participating in the program broad- 
|cast on six meters; 1937 — electron 
|gun and mobile television demon- 
strated; 1938 — televising of the 
Broadway play “Susan and God”; 
1939—baseball, King George VI, 
and football televised; 1940—sports, 
color, bird’s-eye television; 1941— 
home receivers, prize fight, commer- 
cial television; and 1942-1943— 
America at war. 

The impending campaign will 
encompass newspapers all over the 
country and a long list of general 
magazines and _ business papers. 
J. Walter Thompson Company, New 
York, handles advertising on the 
electronic televison division of 
RCA. 


Columbus Adclub Elects 


| Al W. Jedrick, Harry M. Miller, 
|Inc., has been elected president of 
the Advertising Club of Columbus, 
O., succeeding Paul A. Kelly. Other 
officers are: John J. Getreu, Tracy- 
Wells Company, first vice-president; 
W. E. Stutz, Central Ohio Paper 


Company, second vice-president; 
E. R. Brown, Huntington National 
Bank, treasurer; and James A. Mad- 
dox, Columbus Chamber of Com- 
| merce, secretary. 


Appoints O. S. Tyson 

Accurate Brass Company, Glen- 
|dale, N. Y., maker of non-ferrous 
| forgings, has named O. S. Tyson & 


SEEING EYE 


How RCA Electronic Television 
brought SIGHT to Radio 


Ze, 4 


Historic steps in the 
evolution of this new wy 
science created by < 

RCA Laboratories 


b 


RADIO CORPORATION OF A 


Radio Corp. of America this week used 
full-page insertions in New York and 
Washington newspapers as a forerunner 
to a long range advertising drive on it; 
electronic equipment in which news. 
apers throughout the country and 
~ list of general magazines and busi. 
ness papers will be used. J. Walter 
Thompson Co., New York, handles ad. 


vertising of the electronic division. 


Libby, McNeill Elects 


Bridges Vice-President 


Charles_ S. 
Bridges has been 
elected vice- 
president in 
charge of sales of 
Libby, McNeill & 
Libby, Chicago, 
succeeding Roy 
L. James, who 
has retired. 

Mr. Bridges 
joined Libby in 
1923 as a sales- 
man in the Nor- 
folk, Va., branch, 
and was trans- 
ferred later to 
the export division. In 1929 he 
became manager of the New Orlea: 
export branch. Later transferred t 
Chicago, he was appointed manage 
of the company’s export division 1 
1938. For the past three year 
has been assistant to Mr. Jame: 
whom he succeeds. 


Charles S. Bridges 


SR&D Announces New 
Uniform-Size Sections 
Effective with the July edition, a! 
four sections of Standard Rate & 
Data Service will be of uniforn 
size, measuring 8 x 11% inches trin 
size. The change affects the News- 
paper, Magazine - Farm Paper, an 
Business Paper sections. Radio Ac- 
vertising Rates & Data will & 
changed in name only,—to Standa! 
Rate & Data Service—Radio Sectior 
Coincidental with the size changt 
new closing and mailing dates wil 
be instituted. Newspaper and Magé- 
zine-Farm Paper sections will b¢ 
dated and mailed the first of eac! 
month, with closing date for firs! 
forms on the fifth of preceding 
month. Business Paper and Radi 
will be dated and mailed the ‘i!- 
teenth of each month, and will clos 


Co., New York, to direct its adver- 
tising. 


first forms on the 20th of the pre- 
' ceding month. 
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THE GREATEST 
IN THE SOUTH’S 


50,000 WATTS 


Nat'l Representatives 


CBS Affiliate 


: The Katz Agency, Inc. 


SELLING POWER 
GREATEST CITY 


CLEAR CHANNEL 
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ADVERTISING AGE 
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ad- 
This message is addressed specifically to executives of the 
following institutions, whose advertising is appearing (or has 
recently appeared) in The Dallas Morning News. 
* Sh an ‘ 
ne a 
ean * 
od t oc 
" Aluminum Company of America Goodrich, B. F., Company Pearl Brewing Co. | a 
me: American Airlines, Inc. Goodyear Tire & Rubber Co. Pepsi-Cola Company = 
American Trucking Association Gulf Oil Corporation Philco Corporation — 
American Meat Institute Heinz, H. J., Company Pullman Company m, 
oy Anheuser-Busch, Inc. Hires, Charles E., Company Purity Bakeries Corp. an 
te Brewing Industry Foundation Humble Oil & Refining Co. Radio Corp. of America us 
trin ° . ‘ > : 
ews. Buick Motor Company Institute of Life Insurance Rock Island Lines 
in 


Affiliates: Radio Stations 


‘The Texas 


Burlington Lines 
California Packing Corp. 
Carrier Corporation 
Chrysler Corporation 
Coca-Cola Company 


Consolidated Vultee Aircraft Corp. 


Continental Motors Corp. 
Continental Oil Company 
Cotton Belt Railway 
Distilled Spirits Institute 
Dr. Pepper Company 
Ford Motor Company 
Fort Worth & Denver Ry. 
Frisco Railway 

General Cable Corp. 
General Electric Co. 
General Mills, Inc. 
General Motors Corp. 


WFAA and KGKO 


ae 


International Business Machine Corp. 


International Harvester Co. 
International Nickel Co., Inc. 
Kellogg Company 

Kuner Empson Company 

Larus & Bros. Co., Inc. 

Lee Tire & Rubber Company 
Liggett & Myers Tobacco Co. 
Lorillard, P., Company 
Magnolia Petroleum Co. 

May, George S., Company 
McCormick Sales Company, Inc. 
Morris, Philip, & Co., Ltd. 
National Cash Register Co. 
National Distillers Prods. Corp. 
North American Aviation, Inc. 
Pabst Blue Ribbon Beer 


Royal Crown Cola 

Reynolds, R. J., Tobacco Co. 
Santa Fe Railway 

Seagram Distillers Corp. 
Schenley Distillers Corp. 
Schlitz, Jos. Brewing Co. 
Southern Pacific Railway 
Southwestern Bell Telephone Co. 
Texas & Pacific Railway 


Texas Prefabricated House and Tent Co. 


The Texas Company 

Timken Roller Bearing Co. 

Union Pacific Railway 

U. S. Steel Corporation 

White Motor Company 
Winthrop Chemical Corp. 
Westinghouse Electric & Mfg. Co. 
Western Railroads 
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IF YOU SELL TO CHICAGO 


PUT THE TRIBUNE 
TOP OF YOUR LIST 


— 


CHICAGO 
TRIBUNE 


46.9% 


Percentage of expenditures for women-appeal advertising placed by department stores and specialty shops 


19.3% 


in each Chicago newspaper—Year 1942 


14.9% Wm 13.0% 
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WOMEN, 


ADVERTISING AGE 


To sell more to women, Chicago retailers place in the Tribune more of their budgets for 


women-appeal advertising than they place in any two other Chicago newspapers combined 


HARTED here are facts of interest to every ad- 

vertiser interested in getting maximum returns 
from his promotion funds in the expanded Chicago 
market. 

Last year department stores and specialty shops 
spent a total of $8,844,636 to advertise women- 
appeal merchandise in Chicago newspapers. 

Of this total, they placed in the Chicago Tribune 
$4,150,506—or 46.9%. This was 142.8% more 
than they placed in any other Chicago newspaper 
—and more than they placed in any two other 
Chicago newspapers combined. 


Here is evidence that advertising addressed to 
women pays out better when it runs in the news- 
paper more women read and want. 

Every day of the week, the Tribune reaches 
Chicago's largest constant audience of women. 
From one end of this market to the other, the Tribune 
is the medium read and bought from by far more 
women than are reached by any other medium here. 

With new thousands of women wage earners 
steadily being added to your market here, the 
Tribune is the one newspaper which delivers cover- 
age most nearly in conformity with your expanded 


EA 


market opportunities in Chicago. 

On weekdays, the Tribune delivers from 455,000 
to 660,000 more total circulation than other Chicago 
daily newspapers—and more than any two other 
Chicago daily newspapers combined. 

On Sundays, the Tribune delivers from 280,000 
to 895,000 more total circulation than other Chi- 
cago Sunday newspapers. 

When you can have more, why take less? With 
millions of new money on the move here, you need 
the more intensive advertising pressure which you 
apply to best advantage when you build your 
Chicago promotion around the Tribune. 

Rates per 100,000 circulation are among Amer- 
ica’s lowest. 
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Public Relations Objectives 


A newspaper account of an im- 


portant public relations conference | 


held in Chicago recently under the 
auspices of the Illinois Manufac- 
turers Association referred to the 
meeting as a gathering of press 
agents. In view of the character of 
the work which is now being done 
as a part of this activity, the com- 
ment is interesting if only to em- 
phasize the long strides which have 
been taken since the days when 
publicity was the prime objective of 
the public relations director. 

Actually, of course, the public 
relations work these days is pri- 
marily concerned with policies, be- 
cause it is recognized that only by 
the development and practice of 
right policies affecting every group 
with which a company is in contact 
can desirable results in public rela- 
tions be achieved, and since the 
groups include employers, custom- 
ers, stockholders, government and 
the general public, public relations 
policies must be broad enough and 
sound enough to seem consistent 
when applied to each of the groups 
and all of them together. 


| in Chicago, that the biggest obstacle 

to success in this field at present is 
the tremendous amount of bad pub- 
| licity which business as a whole has 
received over the past decade. The 
fact that American industry has 
risen magnificently to the challenge 
of wartime production is not in 
itself assurance that business in the 
next ten years will be out of the 
doghouse, as far as public accept- 
ance is concerned. 

Since public relations include 
relations with all groups, a public 
relations aspect must certainly be 
assigned to advertising, and there- 
fore advertising of a public relations 
character, which seeks to inform the 
public, as well as employes and 
stockholders, of the policies of the 
company, and how they have been 
carried out in the public interest, 
is one of the most important parts 
of a general program of this char- 
acter. The importance of advertis- 
ing as a means of accomplishing 
public relations objectives, once the | 
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Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2174. Results. 

Station WLS, Chicago, has issued 
this folder, which tells success 
stories of several typical WLS ad- 
vertisers, giving analyses of mai! 
response to programs broadcast at 
various hours. 


No. 2175. 


—Mida 


There Ought to Be a Law 


Gillicudy’s bar last week to discuss 
advertising. They decided that ad- 
| vertising was and is a social blight; 
| that it creates hardship and dis- 
unity; and that—based on a recent 
carefully controlled cross-section 
sample investigation made by Mis- 
fortune magazine —it has resulted 
in an average increase of 32.73% in 
the occupancy of doghouses during 
the past 18 months. 

The Society of Husbands Who 
Don’t Like to Live in Doghouses is 
composed of amiable, long-suffering 
|men who have become inured to 
ordinary hardships and are able, as 
a result of long years of practice, to 
see or hear advertisers’ suggestions 
to their wives with no more than a 
patient sigh of resignation. They 
are accustomed to having advertis- 
ers tell their wives what kind of 
shirts and ties and socks they should 
wear; they have grown used to hav- 
ing their wives make them smoke 


right policies have been established, | apple blossoms and maple syrup in 
is so great that every advertising |their pipes instead of tobacco; they 
director logically assumes a large /|can even stand the constant reshuf- 


held a special secret session at Mc-| 


Ad-libbing 


jest husbands; and that now of all 
The Society of Husbands Who | times, what with the lumber and the 
Don’t Like to Live in Doghouses |!abor shortage, is no time to publish 


advertising which obviously fosters 
the construction and occupation of 
doghouses for husbands who don’t 
like to live in doghouses. 


Help! Help! 

All things considered, unusual 
and fantastic help wanted ads are 
becoming rather commonplace, de- 
spite which we are impelled to com- 
ment on the following: 

Lewis & Gilman, Philadelphia 
agency, placed an ad in one of New 


York City’s dailies which read in| 


part: “Writer Needed, a writer of 
advertisements who can sleep in a 
wind.” 

Following day, in the’ public 
notices section of the same paper 
appeared this piece: “Advertising 
writers, who wish to learn how to 
sleep in a wind, should consult 
Norman Dine of Lewis & Conger 
Sleep Shop. . .” 


From whom we discovered that 


“a writer who can sleep in a wind” 
would be one whose mental pro- 
cesses are impervious to the de- 


|moniacal state of mundane matters, 


Notes on the Science oj 
Color. 


Aristotle’s theory on color, the 
views of Descartes and _ Robert 
Boyle, Sir Isaac Newton’s observa- 
tions and the importance of the 
electromagnetic spectrum are some 
of the items discussed in this colo: 
booklet issued by General Printing 
Ink Corporation. 


No. 2176. Key to Kansas. 


The Katz Agency has issued this 
folder, which gives some market 


ifacts about Salina, outlining the 
|city’s increase in population and 
|business activity. A circulation re- 
|port for the Salina Journal is in- 
| cluded. 


No. 2177. “Your Neighbor Lady.” 

Station WNAX has issued this 
folder describing “Your Neighbor 
Lady,” women’s participating pro- 
gram, directed by Wynn Huble: 
|Successes are recounted, and rates 
for participation are given. 


No. 2126. A Miracle Farm Market. 

Station WDAY, Fargo, N. D., has 
issued this booklet, which tells why 
‘the Red River Valley is called a 
miracle market, giving figures on 
value of farm lands and buildings 
jand retail sales. A county tabula- 
|tion shows WDAY’s coverage, wit 
|population and sales data for pri- 
|mary and secondary areas. 


|No. 2111. The Story of the Talking 
Foghorn. 


Free & Peters has issued this bro- 
chure, which tells the story 0! 
Sonovox, the acoustical develop- 
ment which puts the voice of almost 


; : : | woe hones ahili ni any kind of animal, machine 0: 
Instead of publicity per se being| part of the responsibility for suc- | fling of their furniture and the con- | whose emotional stability remains ss 


Committee for Economic Develop-|tion, and thus if we create a favor- 
ment has recently given to its|able climate for the development 
prime objectives for the successful} of enterprise in all fields, we auto- 
handling of our postwar problems.| matically provide the jobs which | 
While still conscious of the need for| are needed to absorb the manpower | “R . 9 
the development of employment | and the womanpower which we | Keform him? 


Memphis Grocery Sales 


eae : ir = . ; isl ‘ baie — musical instrument into words. It: 
the prime objective of public| cessful effort in this field. In fact, |St#nt tinkering with their diet, both | placid one Geena Conpite hen the story, specifically, of Lever 
van : . : siitilied , induced by over-enthusiastic adver- | and Hitler, whose sense of perspec- : < 
relations work, the real problem of | many advertising directors are also | 
' saittew | “ae bileit o| wential a n a But they are modest men. The|wartime exigencies, in short, a | Lifebuoy program. 
sponsibility is to avoid publicity of| vertising is, eyond all oubt, So | red creeps up their necks _when | writer who can gaze with equanim- |No. 2147. Iowa Grocers Vote on 
\their wives, or even their children,|ity upon the low estate to which | Advertising 
agreed, as it was at the conference | tions activity. /kiss them goodbye at a railroad sta- | his fellow man has fallen, and write | : 
P d ° C Fi |barrassed when they happen to see|hours a day. | issued this folder, which is based 
ro uction omes irst ‘other couples kissing in public. So| To which we add that most all =. repties to 8 survey concuewe 
: ; : | Dealers Association, and gives Iow: 
a change in emphasis which the| facilities full opportunity to a nau ney or Ge cea om | ‘Good News’ grocers’ answers to “Which medium 
condemning the current advertising | Marana basic flying school, Tucson, | No 2129. 
of Ivory soap, which suggests that|Ariz., use a novel and refreshing | Records. 
. ie . T! . . ad f 
tions when families of their cadets | is a id-month record 0 
and enlisted men receive letters 


: : ; : Brothers’ use of the device for the 
: sers. itive becomes not astigmatized by 
executives charged with this re-/public relations directors since ad | Bu g y 
the wrong type; and it will be! vital a part of overall public rela-| 
ition. They’re even a little em-|copy as though the sun shines 24) Station WHO, Des Moines, 
: ; nen ‘ ithe Iowa Retail Grocers and Mea! 
We have been interested to note) our management and our marketing| they had good reason for calling good copywriters have ulcers. 
| ae 
dashed off a thoughtful resolution} The public relations officers at RE OOS ih ES Geeee ae yee 
|method of scotching mental aberra- | 
|actual consumer sales of 27 classi- 


opportunities on an unprecedentedly 
wide scale, the program, as it has 
been presented in recent months, 
now emphasizes high-level produc- 
tion as the primary requisite for 
maximum employment. 


This, it seems to us, has probably | 


followed the careful and continuing 
studies of the committee, which 
have shown that employment is the 
result, and not the cause, of favor- 
able economic conditions. 

The successful working of the 
enterprise system means the estab- 
lishment of new and the expansion 
of old enterprises. When enterprise 
is functioning freely, employment 
opportunities are constantly created 
and enlarged. 

Prosperity is the exchange of 
goods and services in volume suffi- 
cient to give our capital, our labor, 


| have available and will have avail- 
lable in such large numbers after 
the demands of war production have 
_ been successfully met. Thus it is 
\within the field of creating proper 
|incentives for enterprise and for the 
investment of the energies and cap- 
ital reserves of small as well as 
large enterprises, that the greatest 
accomplishments can be made in the 
immediate future. 

Big business is capable of expand- 
ing its facilities, through ample 
organization for research and 
financing, even under present con- 
ditions, but small business needs 
most of all the establishment of 
incentives which will challenge the 
energies and ambitions of the young 
men who in the American tradition 
have created our great and success- 
ful enterprises of the past. 


Don’t be silly!” 
)) . 


| ak 
Whel-sud WORRY SOAP 


all good husbands kiss their wives’ 
hands on public dance floors, and 
wax affectionate on every and all 
occasions, especially those which 
are most public. 

They point out that this advertis- 
ing is subversive, unpatriotic, deri- 
sive and un-American; that at any 


from the base. 

Stamped in bold letters each en- 
velope carries the words “Good 
News,” which acts as an anodyne to 
the recipient and permits the en- 
velope opening to be done with a 
steadier hand, a lighter heart and a 
tranquil mind. 

In these chaotic times, where is 
the soul so gay that he needs no bit 


|of cheer, no moment of gayety, ton- 


ing up of the spirit, slap on the 
back, or a letter stamped “Good 
News.” 


Jottings 

Them Brooklyn Dodgers has done 
it again. This time it was a three- 
inch advertisement in the New York 


|}and Brooklyn papers—in itself an 


}period it can do irreparable harm | 


to the status of unaffending and 
consciencious, but reasonably mod- 


innovation for ball clubs in the New 
York area. The name of the team 
wasn’t even mentioned. It was iden- 
tified merely as “the nation’s most 
talked of baseball team.” .. . 


| fications of food products—565 sizes 
of 330 different brands—in Mem- 
|phis, Tenn., issued by the Commer- 
\cial Appeal and Memphis Press- 
| Scimitar. Tables list the brand 

standings, comparison of sizes sold 

and percent of unit sales over tne 
(12 ‘month period, and graphs p'c- 
| re the seasonal trend in each 
| classification. 


| 
'No. 2153. Survey on Dehydrated 
Soups and Foods. 

The Philadelphia Evening Bulle- 
tin has issued its second survey of 
|\dehydrated foods and soups con- 
|ducted by personal interviews with 
| 1,294 Philadelphia housewives while 
they were in 14 supermarkets rep- 
resenting a cross section of the 
Philadelphia area. The extent of 
use of dehydrated products * 
shown, with reasons put forth Dy 
/non-users and typical commen's 
showing consumer attitudes. 
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4 WAYS TO WIN WITH UNCLE SAM 


4 a —* 


~ CIVILIAN 4 
- DEFENSE 
CAMPAIGN 


JOB SAFETY 
CAMPAIGN 


Here are 4 selective service opportunities for free enterprise to go into partnership with Uncle Sam to 


promote early elimination of all axis competition . . .4 new plans for the arsenal of advertising to provide 


unconditional post-war security for business and industry, management and labor . . . 4 potent public 


relations programs for advertisers who want to keep the eyes of tomorrow's markets focussed on war- 


service records today . . . 4 motion-picture advertising campaigns, the first ever produced in co-opera- 


tion with U. S. government agencies, the first ever approved for sponsored presentation by advertisers 


on theatre screens from coast to coast. 


WAR SAVINGS CAMPAIGN’ 


Projects your wartime message to America's movie- 
going millions; regularly inspires extra bond-and- 
stamp purchases; helps collect the rent on freedom, 


always over your name. 


CIVILIAN DEFENSE CAMPAIGN 


Carries your identity with civilian morale into mil- 
lions of American homes, where all community or- 
ganization for security begins; puts strength into 


the home-front backbone. 


RATIONING CAMPAIGN 


Answers the arguments that stump your dealers; ties 
your name to periodic presentations that make 
rationing easily understood by audiences that top 


all past attendance records. 


JOB SAFETY CAMPAIGN 


Gives you strong link with wage-earners of war-plant 
communities; makes your services to the nation part 
ofthe vision of management and labor; helps check 


work-injury menace. 


*3-MONTH RESULT — On Screens of 1500 Communities in 30 States. 


Facts Can reach potential weekly audience of 80,000,000 by sight, sound, action in ONE 
medium. Provides 12-month schedule of 26 subjects—one screened every other week at every performance during 
week—screening guaranteed. Can be sponsored nationally, sectionally, locally—sponsor selects communities, the- 
ctres—sponsor's message ends each subject. No production cost—low distribution rates cover everything. 


NOTE TO AGENCIES — These campaigns are commissionable. 


“The National Network of Theatre Communication’’ 


sy C R E —é N 6 R Oo A D Cc ASTS 923 15th Street N. W., Washington, D. C. 


TRADE MARK REGISTERED 


DISTRIBUTED — In Southern, Atlantic and New England States by (— 


Motion Picture Advertising Service Co., Inc., New Orleans, Louisi- 
ana. In Northern, Mid-Western and Western States by United Film 
Ad Service, Inc., Kansas City, Missouri. 


WE ARE INTERESTED IN THESE CAMPAIGNS 


O War Savings QO Civilian Defense 
O Rationing O Job Safety 
© Send More Information 
FIRM NAME 
ADDRESS 
CITY STATE 
SIGNED 
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Barbers Play Big 
Part in Test of 


New Hair Tonic 


New York Copy for 
Trol to Urge Men to 
Have Their Hair Cut 


New York, May 27.— The Odell 
Company, Newark, which has here- 
tofore concentrated on the barber 
and beauty shop market, will launch 
its initial venture into consumer 
product promotion in the New York 
area June 15, when it will start 
newspaper advertising of Trol, an 
activated oil hair tonic which it 
claims is not only better than other 
products of this type, but in addi- 
tion contains no war-needed in- 
gredients, so that the supply is lim- 


ited only by the ability to get glass} YoTK and Newark 


a coupon good for a free bottle of 
Trol, redeemable through the bar- 
ber’s regular jobber. Additional 
supplies cost the barber $1 for three 
16-ounce bottles. 


Offers Promotion Helps 


Another broadside addressed to 
retailers also tells the story of the 
advertising, and offers a_ three- 
bottle counter display, plus a tie-in 
window streamer, for 50 cents, the 
retail price of a single 6-ounce bot- 
tle. The product is fair-traded at 
48 cents minimum, and reorders 
cost the druggist $3.84 per dozen, 
plus one free bottle, thus assuring a 
profit of 41% on the minimum retail 
price. 

Much is made in both folders of 
the fact that no critical war ma- 
terials are included in the product, 
and that the activated oil mixes 
easily and evenly with the other 
ingredients, remedying a condition 
which has plagued some hair tonic 
manufacturers who have had to 
change their formulas because of 
wartime shortages. 


scheduled to carry on through June, 
July and August. Other markets 
will be opened in the same manner, 
according to present plans as re- 
tail distribution is achieved. Next 
on the tentative list is New England, 
where the campaign may get under 
way about Aug. 1, and Chicago, 
which is slated for opening about 
Sept. 1. 

Abbott Kimball Company, New 
York, is the agency in charge. 


Names Frederick-Clinton 


Watchemoket Optical Company, 
Providence, R. I., manufacturer of 
optical specialties, has appointed 
Frederick - Clinton Company, New 
York, to direct advertising for a 
new, all-plastic industrial safety 
goggle. Industrial papers, safety 
publications and direct mail will be 
used. 


Arndt Appointed 

A. Schrader’s Son, division of 
Scovill Mfg. Company, Brooklyn, 
N. Y., has appointed John Falkner 


‘Simplified Selling’ 
Subject of NRDGA Report 

Members of the staff of the Na- 
tional Retail Dry Goods Association, 
New York, have prepared a report 
titled “Simplified Selling,” which 
describes methods employed by 
stores to streamline selling opera- 
tions and meet wartime personnel 
squeezes. 

The report’s evaluation is objec- 
tive and is based on observation, 
study and analysis of experiments 
in stores over a period of several 
years and concludes with sugges- 
tions for “selling the plan to the 
public.” 


AFA Elects Members 


The Advertising Federation of 
America has elected to membership 
Manufacturers Trust Company and 
Conover - Mast Corporation, New 
York; Aitkin-Kynett Company, 
Richard A. Foley Advertising 
Agency and Earle A. Buckley Or- 
ganization, Philadelphia; and Pied- 


sie 


Shappe and Wilkes 


Form New Agency 

Louis Shappe, president of Shappe 
Advertising, and Jesse E. Wilke: 
formerly vice-president of Jasper 
Lynch & Fishel, New York, have 
formed a new advertising agency 
under the name of Shappe-Wilkes 
Inc., with offices at 215 Fourth Ave. 
New York. 

Harry Belfour has been named art 
director; Samuel Groden production 
manager and Milton M. Hermanson 
copy chief. The telephone number j, 
Algonquin 4-8777. 


Joins Revlon Products 


Esther D. Sigal, formerly adver- 
tising and purchasing executive, Ex- 
Lax, Inc., Brooklyn, has joined 
Revlon Products Corporation, Ney 
York, as purchasing agent. 


Convention Postponed 
The convention of the Institute 

for Visual Education, scheduled fo, 

June 10 at the Medinah Club, Chi- 


Danville, Va. 


Introductory advertising in New| Arndt & Co., Philadelphia, as adver-|mont Broadcasting Corporation,|cago, has been postponed indef- 
tentatively | tising counsel, effective July 1. 


nitely. 


containers and closures. 

Stemming naturally from the 
company’s background, combined 
with the fact that about a million 
bottles of Tro] have already been 
sold to the trade, the introductory 
campaign will be unusual in that 
the necessary “sampling” of the new 
product will be carried out through 
barber shops, rather than through 
distribution to the public. 

Advertising will take the form of 
30-line single column copy appear- 
ing on the sports pages of the New 
York Daily News and Mirror, with 
insertions staggered so that one will 
appear in one of the other of these 
papers every day for a projected 
three-month test period. At the 
same time, the same insertions will 
appear three times weekly in the 
Newark Evening News. 


Suggests Tryout 


The advertisements will not urge 
men to buy a bottle of Trol, but in- 
stead will suggest a tryout at their 
barber shop. Prominently featured 
in each advertisement is the ad- 
monition: “Use your head. See your 
barber. Try Trol.” Headlines in- 
clude “Have you that sheep-dog 
look?” “Need a haircut today?” 
“167,572 men need haircuts today,” 
and similar reminders of the need 
for paying a visit to the barber 
shop. 

The tonsorial crusade is tied in 
with Trol promotion in this wise: 
“167,572 New York men should see 
their barbers today. Get your hair 
cut, ask about Trol, the perfect hair 
tonic. For four reasons: (1) odor-| 
less; (2) non-alcoholic; (3) not 
greasy; (4) because it contains acti- 
vated oil . . . every drop contains | 
precisely the same amount. At bar- | 
bers, druggists. 50c and $1.25.” 

The unusual introductory tech- | 
nique is being merchandised to bar- | 
bers with a broadside reporting the | 
advertising campaign, and offering 


RN JOD noth. 
ing, ® 
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TO MEET INCREASING WAR AND POST-WAR REQUIREMENTS 


McGraw-Hill announces an intensification 
of its services to the Aviation Industry 


* 


PURRED BY the necessities of war, the aviation 
S industry has telescoped 25 years of normal 
progress and development into a short 25 months. 


More than the most effective of military weap- 
ons, more than a new method of public and private 
transportation, aviation is a force that is reshaping 
our way of life. The swift and continuing expan- 
sion of aviation has created far broader needs 
for that basic ingredient of industry progress — 
information. 


® an urgent and immediate need exists today for 
a timely and authoritative presentation and 
analysis of aviation news — with its background 
and its meaning. The news of aviation and the 
significance of that news are essential elements 
in the sound planning and development of our 
aviation future. 


® There is an equally urgent need for a publica- 
tion devoted wholly and exclusively to the in- 
terests and development of our air transport 
industry. Air transport has joined the railroad 
and shipping industries as one of the great public 
carriers of passengers, freight, mail and express. 
There is a clear recognition among the thinking 


* 


men of air transport of the need for a national 
voice to aid and guide all who are concerned 
with the progress of this all-important method 
of transportation. 


To meet these increasing, clearly defined wat 
and post-war requirements, the McGraw-Hill 
Publishing Company announces publication 
August 2, 1943 of AVIATION NEWS (weekly) 
and of AIR TRANSPORT (monthly) begin- 
ning in September, Thus we will offer 


A COMPLETE INFORMATION EXCHANGE 
FOR THE AVIATION INDUSTRY 


AVIATION — The oldest American aeronautical mag- 
azine, recognized as the authoritative journal of 
aeronautics, will continue to serve the men who de- 
sign, engineer, produce, merchandise, operate °n¢ 
maintain America’s air supremacy. 


AVIATION NEWS —A high-speed weekly magazine 
of aviation news reporting, interpretation and sign'‘- 
cance, for all who are concerned with aeronautical 
advancement. First issue August 2, 1943. 


AIR TRANSPORT — A monthly magazine wholly °° 
voted to the progress, interests and problems of t"¢ 
air carrier. Strictly a transportation magazine. First 
issue, September, 1943. 
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Hotel Sherman's 
Help Wanted Copy 


Wins; to Continue 


Chicago, May 25.— With the re- 
sponse to date termed very good, 
Hotel Sherman announced plans 
this week to continue a series of 
large-space help wanted display ad- 
vertisements seeking everyone from 
par porters and bookkeepers to 
‘phone operators and waitresses. 

The hotel met success with a war- 
time message in newspapers last 
month addressed especially to men 
and women over 50, listing positions 
open and offering a good training 
salary for the inexperienced and 
“pleasant employment with one of 
the largest and most progressive 
hotel organizations.” Mail appli- 
cants were instructed to address the 
resident manager, Jay A. Jones. 

In the newest appeal, aimed at 
married women who are hostesses 
in their own homes, the hotel re- 
cently ran 255-line copy in Chicago 
dailies and 120-line ads in out-of- 


ADVERTISING AGE 


town papers, blanketing 100 cities 
in Illinois, Indiana, Michigan, Wis- 
consin and Iowa. The advertisement 


Do You 
KNOW? 


The married woman—wile and mother—takes pride in the loving 

touch of her hands as she keeps uo her @wn apartment or home: 

she proudly makes the beds for the members of her family and 

joyously dusts and sweeps a little. 

The quests at a big metropolitan hotel come in the same spirit to 

their temporary haven of rest—the hotel room—as the members of 

your farhily and friends come to enjoy your home hospitality 

DO YOU KNOW that there is no more work in preparing the rooms 
these arriving quests than in the preparation of a room for your 

quest at home. or a member of your family? 

The maid. or housekeeper. in a hotel. has one decided advantage 

however. In your own home. you wear out your clothes as you 

work. but the hotel provides crisp. clean. comfortable work clothes 

ot no expense to you 

Housekeeping—maid s work—in a modern hotel is the kind of work 

that is especially suited to many of those thousands of women. 

including those over 50 who are now coring for their own home. 

The pay is good: the hours suitable. 

You can do your part im contributing to the war effort by releasing 

others for vital work. 

Why not come in and talk it over with Mrs. Sarah Kessler, Executive 

Housekeeper in Parlor K on the mezzanine floor at Hote! Sherman. 

Chicago. on Monday trom 10:00 A. M. to 12:00 A. M. and trom 1:30 


P.M. to 3:30 P. M or mail in your application. 


compared the duties of a home man- 
ager with those of a hotel manage- 
ment in making similar arrange- 
ments and pointed out that women 
who could do hotel maid work 


should give it serious consideration | 


in order to free others for vital war 
work. 

Harry Atkinson, Inc., Chicago 
agency, handles the account. 


Central Vermont Begins 
New Advertising Series 


Central Vermont Railways, a sub- 
sidiary of Canadian National Rail- 
ways, has begun a new advertising 
series praising the contributions of 
its train crews to the war effort. 

Insertions, running about 115 
lines, will appear in Vermont news- 
papers and continue throughout the 
year. Initial advertisement, salut- 
ing the railway’s engineers, ap- 
peared May 18. McCann-Erickson, 
New York, is the agency. 


Smith Joins E. H. Brown 


Ken Smith, who has been on the 
editorial staff of the Dispatch, 
Moline, Ill., for the past 14 years, 
has joined the agricultural division 
of E. H. Brown Advertising Agency, 
Chicago. He will specialize on 
copy, research and editorial work 
on farm and hatchery accounts. 


Schrafit’s Takes 
Large Space for 


Personnel Drive 


New York, May 26.—Frank G. 
Shattuck Company, operator of the 
Schrafft’s chain of stores, this week 
used 1,000-line display advertising 
in New York City newspapers as 
part of an all-out drive to solve its 
help wanted problem. 

The first insertion, headlined 
“Food for thought .. .,” attempts to 
round up new personnel by stress- 
ing that “in wartimes, as well as 
peace, the job of feeding our vast 
civilian population 
dously important one,” together 
with the theme that “right here in 
New York” there must be hundreds 
|of young women who want to know 
more about nutrition and the intel- 
ligent preparation of food. 

Copy points out that Schrafft’s 
employment records are filled with 
|the names of women who, though 
| they may have started as sandwich 
‘girls or waitresses, today hold im- 


Economies in paper usage which we have put into effect make 
it possible for us to render these additional services with« 
in our reduced paper quotas as established by the W.P.B. 


McGRAW-HILL PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York City 


THE McGRAW HILL NETWORK OF INDUSTRIAL COMMUNICATION: 


“| TRANSPORT * AVIATION * AVIATION NEWS * AMERICAN MACHINIST *BUS TRANSPORTATION * BUSINESS WEEK * CHEMICAL & METALLURGICAL 
ENGINEERING * COAL AGE * CONSTRUCTION METHODS * ELECTRICAL CONTRACTING * ELECTRICAL MERCHANDISING * ELECTRICAL WEST * ELECTRICAL 


“WORLD « 
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Frank G. Shattuck Co., New York, oper- 
ator of Schrafft's stores, is using 1|,000- 
line advertisements like this one, invit- 
ing new personnel to fill wide gaps made 
by the country's war plants. Insertions 
are currently running in New York 
newspapers. Al Paul Lefton Co., New 
York, is the agency. 


portant positions as heads of depart- 
ments or store managers. The com- 
pany lists openings for bakers, 
carvers, checkers, cooks, pantry 
workers, salesgirls, sandwich and 
salad makers, soda fountain attend- 
ants, stock room girls, waitresses, 
cashiers and office workers. 

Another advertisement makes use 
of the employe endorsement theme, 
headed “I like my job at Schrafft’s 

. says Betty Stewart.” The text 
tells of one worker who has been 
able to buy more war bonds since 
she started selling baked goods and 
candies, and another whose job 
keeps her occupied and helps buy 
clothes and war stamps while her 
husband is in the service. Schrafft’s 
makes a final bid to fill its personnel 
gaps by inviting women, “Earn 
While You Learn! Full or Part 
Time Openings.” 

Al Paul Lefton Company, New 
York, handles the account. 


Empire Begins Campaign 

Empire Imports, New York, 
maker of Heatherton suits and 
coats, will begin a new advertis- 
ing campaign in fashion magazines 
through Menken Advertising, New 
York. First full-page black-and- 
white insertion will appear in the 
August issue of Vogue. 


Newhall Joins Sciaky 

J. W. Newhall, formerly with the 
Chicago Tribune, has joined Sciaky 
Brothers, Chicago manufacturer of 
welding equipment, as advertising 
manager. 
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May 31, 1943 


Clapp Appoints Replogle 

Homer Replogle, for the past six 
years branch manager of the Cleve- 
land division of Ohio Match Com- 
pany, has been appointed assistant 
sales manager of Harold H. Clapp, 
Inc., New York, in charge of retail 
sales operations. In 1941 Mr. Re- 
plogle was president of the Cleve- 
land Association of Grocery Manu- 
facturers Representatives. 
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Shoe Industry 
Arches Back at 
WPB War Models 


New York, May 26.—After volun- 
'tarily slashing sample lines and 
complying with the War Produc- 
tion Board’s order restraining both 
style and color of their product, 
worried shoe manufacturers are 
raising a concerted shout of opposi- 
tion to additional government de- 
mands which they claim will even- 
tually lead to overstandardization. 

The industry contends that since 
shoes must work their way through 
approximately 237 human handlings 
before being finally built up from a 
variable last, they do not fall into 
the mass production category which 
would facilitate complete simplifica- 
tion and elimination of frills. 

Even before government regula- 


tion was put into effect many shoe 


|/companies began cutting out “gin- 
| gerbread” and reducing their long 
‘lists of samples. One New York 
| State manufacturer lowered his line 
|from 86 to 6 samples and I. Miller 
& Sons, Long Island City, N. Y., 
dropped from 200 to 30 samples. 

Arthur D. Anderson, editor of the 
| Boot and Shoe Recorder, in a recent 
/issue presented a forceful argument 
| against legislation leading to over- 
standardization. He said: 
| “When you restrict to a pattern 
/or a type, you constrict that price- 
‘less element in wartime, that in- 
| tangible atom of cheerfulness, that 
jonly smart shoes can give. We 
would rather see sharp direction of 
materials to plants and management 
capable of efficient economical utili- 
zation in terms of war-hour use, 
than to see Washington authority 
stumble and fumble a proposition 
that cannot achieve the wartime 
economy of materials.” 

The cost of shoes in new lasts, 
patterns and labor is actually in- 
creased by regulation which sets up 
a few war model patterns under a 
limitation of demand to conserve 
materials that are short in the na- 


tional economy, asserts Mr. Ander- | 


son. 

Another bone in the throats of 
shoe manufacturers is that trade 
names vanish under war model “ro- 
botism.” The industry feels that it 
can produce more efficiently and 
economically under voluntary re- 
straints the mecessary types and 
varieties of shoes and materials. 
Under WPB order M217 issued over 
a year ago all colors are eliminated 
other than black, two shades of 
brown and white. Styles must be 
completely without trimmings. 

Mr. Anderson hurls a _ parting 
thrust by reminding that “we are 
not fighting a battle for preserva- 
tion of the status quo of style as a 
commercial promotional incentive, 
but rather to face the common sense 
of climatic styles, as well as human 
conditions as they actually exist in 
the wide and free, brave and work- 
ing, fighting nation of Americans.” 


Names Michel-Cather 


Schwarz Laboratories, New York, 
has appointed Michel-Cather, Inc., 
New York, to direct its advertising. 
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MUTUAL 


Ir TAKES EYES as well as ears to keep up with a net- 


work that’s rising as 


rapidly as Mutual. From recep- 


tion room to president's chair — this is the network 


that’s new. With better studio-audience facilities in 


the key cities and better parlor-audience facilities in 


the rest of the country —this is the network that bears 


watching. And here are some of the advertisers who 


have kept an interested eye on the new Mutual, liked 


THE 


MUTUAL 


what they’ve seen, and launched these programs, all 


in the first four months of 1943: 

KELLOGG COMPANY, with “Superman” starting 
in January... LUMBERMENS MUTUAL CASUALTY 
CO., with Upton Close starting in February... 
SINCLAIR REFINING CO., with “Confidentially Yours” 
starting in March...CONSOLIDATED RAZOR BLADE 
CO., with “The Better Half’’ starting in April... 
LEHN & FINK PRODUCTS CORP., with “Take A Card” 
starting in April... PETRI WINE CO., with “Sherlock 


Holmes” starting in April... 


* + 


* 


Lots of important eyes are focussed on Mutual these days 


—and so are plenty of ears: we regularly serve eight out 


of every ten ears in America. 


BROADCASTING 


SYSTEM 
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Canada Sets Up 
New Classified 
Ad Committee 


Ottawa, May 25.—A new com. 
mittee has been named here ty 
simplify the control of advertising 
exercised by the Department o; 
Labor in connection with classified 
employment advertising in Canada. 

When Canada tightened up its 
manpower and employment contro] 
regulations last fall a curb was 
placed on classified advertisements 
in the daily press by firms seeking 
help. The new rules required that 
all advertisements be authorized by 
regional officers of the Nationa) 
Selective Service branch of the De- 
partment of Labor and bear the 
NSS imprint. 

The committee now appointed in- 
cludes representatives of the de- 
partment and the Canadian Daily 
Newspapers’ Association. It aims to 
simplify the application of present 
regulations. Chairman of the CDNA 
committee is H. E. Judges of the 
Toronto Telegram. Other members 
are W. D. Sutherland, Toronto Star, 
and W. H. Watson, Montreal Star. 
The committee will work in con- 
junction with Ottawa officials of 
National Selective Service and with 
regional offices in Moncton, Toronto, 
Montreal, Winnipeg and Vancouver, 


Barnett Joins Clopay 


I. W. “Red” Barnett, formerly 
with the Chicago office of Crowell- 
Collier Publishing Company, has 
been appointed eastern sales man- 
ager of Clopay Corporation, Cin- 
cinnati, manufacturer of paper spe- 
cialties. He will make his head- 
quarters at Clopay’s eastern factory 
in Spring Valley, N. Y. 


ANPA Adds ‘Mirror’ 

The New York Mirror has become 
a member of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, making the 
ninth New York daily to become a 
member of the Bureau. Total ros- 
ter includes approximately 600 
newspapers throughout the country. 


From “e 


33rd to 

12th place 

in 

General 
Advertising — 


Since January, 1942, 
The Detroit Free Press 
has moved up from 
33rd to 12th place in 
the volume of general 
advertising carried 
among the first fifty 
morning newspapers in 
America as compiled 
by Media Records. This 
suggests two things: 
The importance of De- 
troit in any national 
marketing scheme, and: 
That The Free Press is 
doing an unusually 
good producing job as 
Detroit's only morning 


newspaper. 


THE DETROIT 
FREE PRESS 


Story, Brooks & Finley, Inc. 
National Representatives 
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Chicago—the largest 
railroad center in the 
world, yet not a sin- 
gle railroad goes 
through Chicago... 
the trains all start or 


leave from here. 


in Chicago 


You can’t hold back The Sun. It has force... power. 


Power to convince its hundreds of thousands of 
readers that what they see in The Sun is honest, reli- 
able, accurate. 


Power to compel the respect and confidence—the 
interest and loyalty—of those who seek out The Sun 
because they know that it is bold but not biased, 
vigorous but not venomous. 


What does it get an advertiser? 


An astonishing response! Again and again Sun ad- 
vertisers tell us that this paper’s pull is out of all pro- 
portion to its circulation and cost. 


The Sun’s power to move merchandise, its “pull” 
with readers was the major reason Chicago’s six great 


department stores who do the bulk of their business 
in the Loop made this paper their second largest ad- 
vertising medium defore The Sun was even a year old. 


And this proves, pretty conclusively, we think, 
that advertisers get a better break in a medium that 
people Je/ieve in. And Sun readers delieve steadfastly 
in The Sun. 

And this also proves that today: 


| You need The Sun in any newspaper combination 
to cover Chicago completely, economically and effi- 
ciently. 


2. By using The Sun alone you can make a tremendous 
impact against America’s No. 2 market with a 
relatively small expenditure. 


THE CHICAGO SUN 


CHICAGO’S MORNING TRUTHpaper 


‘HE BRANHAM COMPANY, National Representatives: 
lanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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Carl Joins Adel Corp. 


Elden R. Carl has been appointed 
director of industrial relations of 
Adel Precision Products Corpora- 
tion, Burbank, Cal., manufacturer 
of aircraft equipment. He was for- 
merly assistant director of indus- 
trial relations of North American 
Aviation, and manager of industrial 
relations, Solar Aircraft Company. 


USE READY-TO-PRINT 


CALENDAR PAD PLATES 
- @ 818 styles of ready ~print 
3 Titererkea ~magery ood 

at-a-glance single month. 
ALMANAOS: A - 


mation orm. e 
te casa Fats Rc which 
be or ec to pour frat order. 


The FRANKLIN COMPANY 5190. van euren CHICAGO 


Approve Plans for 
Campaign Books on 
War-Effort Copy 


phers and others who compose its 
membership. 

Details of the plan, which is 
expected to be especially helpful to 
smaller advertisers and local adver- 
tisers who desire to tie up their 
promotion with war-effort themes, 
were explained to supporters of the 
Graphic Arts Victory Campaigns 
Committee as follows: 

“The Advertising Council 


will 


New York, May 27.—Final details | appoint the agency to handle prepa- 


of a plan whereby the Graphic Arts 


| ration of the mass coverage pro- 


Victory Campaign Committee will| gram. An explanatory booklet will 


cooperate with the 
mation 
paign books 


Advertising 
Council and the Office of War Infor- 
in making complete cam- 
available on every 
major war-effort advertising pro- 
gram were revealed here this week 
as the graphic arts group explained 
operation of the new plan to print- 
ers, engravers, typesetters, lithogra- 


be prepared in dummy form. The 
purpose of these booklets will be to 
show all advertising agencies and 
all advertisers how they can tie in 
with their advertising to support an 
importani public relations program. 
The project booklet will give the 
definition of the project, the need 
for it, and will show how news- 


papers, magazines, radio and out- 
door advertising can tie in. The 
agency and the Advertising Council 
will leave several pages blank. 
After the OWI has O.K.’d the basic 
parts of the booklet, the dummy 
will be turned over to the planning 
committee of the GAVC. This com- 
mittee, with a full knowledge of the 
project and how it will be promoted 
by mass media, will then fill in the 
blank pages with suggestions on 
how the users of printed promotion 
can tie in with supplementary mate- 
rial to support the national pro- 
gram. 


Produced on Co-op Basis 
“The GAVC will then undertake 
the production of the booklet. 
Through arrangements with paper 
manufacturers, engravers and print- 
ers, the booklets will be prepared 


CBO 


CBS sets net daytime circulation 
at 313,000 radio homes; net night- 
time at 425,000. 


Member South Central Quality 


Net. 


Ask Branham 
tails. 


y 


a 


sales for the future. 


ing wartime growth.” 


Here is a preferred market . . . preferred by alert 


advertisers who want to built sales now and insure 


Year after year the East 
Texas-South Arkansas-North Louisiana area has 
shown steady gains in population and spendable 
income. And, while wartime growth has been far 
above the national average, this area has been 
classified by the assistant director, Bureau of the 


Census, as “having excellent prospects of retain- 


There is only one station big enough to cover all 
of this rich area—KWKH with its 50,000 watts. 
It’s the preferred station by advertisers and listen- 


ers alike. Advertisers choose it for results it brings 


—listeners depend on it for its good programming 


Company for de- 


and high standard of service. 


The 
SELLING 
POWER 


in the 
BUYING 
MARKET 
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SPECIAL MESSAGE 


In probably the first national recognition 
of the resourcefulness of oil heat user; 
in stretching fuel allotments, during the 
winter, Williams Oil-O-Matic Heating 


| Corp., used this 1,000-line newspape; 
| copy in key cities throughout the coun. 
try. Blow-ups were mailed to all dealer; 
for showroom display. Kane Advertising, 
Bloomington, Ill., handles the account. 


on a cooperative basis. By prope 
distribution, the load will not }b 
great on any one individual or firm 


“When produced, the booklet: 
will be distributed through the 
Advertising Council and _ throug! 


the Association of National Adver- 
|tisers, the Four A’s, the Nationa 
| Industrial Advertisers Associatior 
advertising clubs and other organi- 
zations in the advertising field.” 

| The first project under this ney 
setup will be a complete plan an 
campaign book on _ absenteeism 
which is now in production and wil 
| be available shortly. Based on pres- 
ent schedules, similar campaig 
books on other war-effort project 
will follow about twice a month. 


Lorillard Defends 
Old Gold Advertising 


P. Lorillard Company, Jersey Cit) 
has answered a recent complain! 


7 issued by the Federal Trade Com- 


mission, denying that its advertising 
‘claims for Old Gold cigarets an 
| other products are deceptive. Re- 
ggarding its use of the Reader’s Di- 
gest cigaret test in copy, Lorillar 
says it urged the public to read th 
article, and denied it had an 
| knowledge of the tests or of th 
|article until it was published. 

| Lgrillard also denied that pai 
| testimonials for Old Golds do no! 
|reflect actual personal experience 
j}and said all testimonials are genuin 
‘in all respects. Also denied we! 
| FTC charges against Beech-Nut an 
Sensation cigarets and Friend 
smoking tobacco. 


Joins | West-Holliday 

Allan J. Wilson has joined ti 
Los Angieles staff of West-Hollida) 
Company, New York, newspape 
| representative. For the past seve! 
_years Mr;. Wilson has been nationa 
advertising manager of the Post A@- 
| vocate, Alshambra, Cal., and prior ' 
| that was on the advertising staff 
\the Press-'Telegram and “Sun, Long 
| Beach, Cal,, for eight years. 
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Battle Creek is | ov®’ 
50,000 populato” 
now —an importa” 
Michigan marie’ 
center of 67,77 
population. 
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Listen... you can hear him tick! 


Waites looking into the busy mind of a typical reader 


of this news-picture magazine of science and industry. 


As you can see, it’s the mind of a man who likes to know how 
things work... aman as well known nationally as General Motors’ 


Kettering, or as little known as your next door neighbor. 


A mechanically-minded man who has always been alert to new 


ideas and new products. . . first to try them, first to buy them. 


After World War I he was the first buyer of four wheel brakes, 
iceless iceboxes, “‘super-het” radios, and lots of other once-new 


things. After this war he will be the first buyer . . . of cars with 


FAG [0k POSTWAR 


tor? aR, “s 
THE NOW'S PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 


sealed-in cooling systems, of family airplanes, of plastic-equipped 


kitchens, of so many of the new wonders now in your new test tubes. 


700,000 men, stamped from the same mold, live with POPULAR 
SCIENCE MONTHLY . .. spend far more than average reading 
time in its fascinating editorial and advertising pages (because they 
read for information, and not entertainment or escape) . . . carry on 


to spontaneously sell friends and neighbors their gospel of the new. 


Today when you are purveying so many intangibles . .. your institu- 
tion, your war service, your post-war product promises... what bet- 
ter place to start your sale than in the busy minds of these 700,000 


“self-starters’”” who read POPULAR SCIENCE MONTHLY. 
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Some weeks ago, we be- 


be 
gan offering mats of the & | 
‘"Seed Money”’ series of aS 


i. &S Fe 


McGraw-Hill Newspaper 
advertisements to indus- 
trial managements, for use 
over their own company 
signatures. As a result of 
this offer, our ‘‘Seed 
Money’’ messages now are 
being carried in more than 
25 newspapers. 


vestment, and individual enterprise. 
always been an inventor nation. 


(d) lay aside ‘Seed Money’’ that can be 
used to start over again at item 1. 


An adaptation of the 
theme is appearing in 1,424 
weekly newspapers and 2 
national farm journals. In 
addition, many thousands 

: of booklet reprints of each 
bs advertisement are being 
purchased by various com- 
panies for distribution to 
_ | their employees. 


(c) provide incentives for invention, in- 


“Seed Money” produces better | 


B America has 
search for better products. We call profit that is 


Other companies are re- 
printing or quoting these 
messages in their house 
organs, and newspaper ed- 
itors are beginning to give 
recognition to the ‘Seed 
Money’’ theme editorially. 


We plan to continue the 
series in Washington, New 
York and Chicago news- 

a papers, and in our own 
-. group of publications. It 
will help accomplish this 
important educational job 
if more manufacturers will 


the money we put aside to take care of us in the 
days when our machines will need some other 

The money for War Bonds comes from the 
profit that is available to labor, management 
and owners, when machines are run efficiently. 
are piling up profits that can be used to rebuild 


purchaser than the Army and Navy. 


sponsor this, or a compar- 
able campaign in their own 
localities. 


We will be glad to send 
you a mat of this particular 
advertisement in 1,620- 
line size for newspaper re- 
production, with the sig- 
nature space left blank for 
your Own company name. 


President 


and 


war 


out 


ettimo 


of 


nrohlem 
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Labor Needs SEED MONEY Too 


el 


McGraw-Hill Publishing Company, Inc. 


the tub about the need for Seed Money, to 


Labor is an important part of industry, 


' 
e4 


N many an advertisement, we have thumped 


labor needs Seed Nloney, too. 


give industry a chance to provide jobs after 


the war. 
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PANY, INC., 330 West 42nd Street, New York 
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Highlights Importance 
of Prosaic Work 


To the Editor: You may perhaps 
find a new slant for wartime adver- 
tising for industrial relations objec- 
tives in the enclosed. 

It is the first of a series about 
to be published in Yonkers, N. Y., 
newspapers by Alexander Smith & 
Sons Carpet Company of that city. 

The man making a tank or a 
plane knows how important his 
work is to the war effort. But the 
man—or woman—weaving a roll of 
cotton duck doesn’t have the same 
“urgency appeal.” 

So here’s a new emotional angle 
to highlight in the workers’ minds 
the importance of their seemingly 
prosaic work. 

They aren’t making this duck for 
a mass of nameless soldiers and 
sailors and marines. They are mak- 
ing it for their pal, Frank Moyni- 
han, formerly a worker in this 
department, now a corporal in the 
Army—and for all the others of 
their 1,221 former co-workers now 
in uniform. 

Each advertisement, as in this 
case, will relate directly to a former 
employe and will be signed by his 
own pals. 

Lewis G. VAN AKIN, 

Anderson, Davis & Platte, New 

York. 


» 2.9 
Bouquet for Refiners’ 


“Splendid Performance” 


To the Editor: When man bites 
dog, the Fourth Estate says, that’s 
news. When the customer-who-is- 
always-right pats the producer- 
who-is-always-wrong On the back 
and hands him an unexpected bou- 
quet, isn’t that news, too? 

Well, here it is, black on white. 
A beautiful bouquet frankly and 
sincerely tendered by the consumer 
to the supplier. In the first flush of 
inhaling its fragrance we feel it’s 
too good a thing to be buried un- 
sung in our archives. 

PENDLETON DUDLEY, 

Executive Secretary, Corn In- 

dustries Research Foundation, 

New York. 

[Editor’s Note: Mr. Dudley’s let- 
ter refers to an editorial titled “Fine 
Performance” in the May 7 issue of 
Confectionery -Ice Cream World, 
which praises the chemical and en- 
gineering accomplishments of the 
corn refining industry, and _ its 
“splendid wartime performance” in 
supplying the needs of customers 
as well as Army, Navy and Lend- 
Lease requirements. | 

vy 


v 
Received with Pride 
and Thanks 
To the Editor: It gives me great 
pleasure to transmit to you the 
enclosed citations signed by the Sec- 


UNITED STATES TREASURY DEPARTMENT 


Advertising Age 


May 18 43 


UNITED STATES TREASTU RY DEPARTMENT 


® ® Bernsen 


retary of the Treasury, in recogni- 
tion of your outstanding service to 
the war bond campaign 
THOMAS H. LANE, 
Chief, Advertising Section, War 
Savings Staff, Treasury Depart- 
ment, Washington, D. C. 
yy 


Coffee Mill Will Return 


To the Editor In the April 26 
issue of your publication under the 


column of “Rough Proofs” there 


i 
| 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


This mother and son are "teaming" 
again. A year ago they teamed on 
Floor Plan rugs; now the mother weaves 
duck for the troops and the son is a 
corporal in the Army, standing right ke- 
hind her in spirit. Alexander Smith & 
Sons Carpet Co. placed this newspaper 
advertisement in Yonkers, N. Y. 


was an item which was of consider- 
able interest to me. 

The article referred to was “The 
lowly flour sifter has been drama- 
tized in a sympathetic role by Pills- 


bury and maybe it won’t be long 
before somebody will say a few 
kind words for the historic appli- | 
ance which used to decorate every | 
kitchen, the coffee mill.” 

I thought the “Copy Cub” who} 
edits this column might be inter- | 
ested in the information that I am 
enclosing which illustrates and de-| 
scribes a “modern electric household | 
coffee mill” which this company has | 
manufactured for the past four 
years and which has been growing | 
in popularity by leaps and bounds. 

Of course, at present our entire 
facilities are now directed to the 
manufacture of important war 
materials and under present War | 
Production Board rulings, we can- 
not manufacture the Kitchenaid 
coffee mill or mixer but when Vic- | 
tory has come, you will undoubtedly | 
hear a great deal more from us| 
regarding the Kitchenaid electric | 
household coffee mill. 

O. S. METCALF, 
The Hobart Mfg. Company, 
Troy, O. 
Sn i 

Farm Front Reports 

To the Editor: In a recent issue, | 
you ran a small item concerning 
Graham Patterson’s offer to give} 
each member of our advertising 
staff a month’s leave of absence in 
order that he might work on a farm | 
for that month, and thereby help 
to relieve the farm labor shortage 
in at least some small way. 

Ted Lord of our New York office | 
is the first to take up his farm as- | 
signment and we thought you might 
be interested in a report from him. 

Lord’s letter gives a pretty clear | 
idea of what actually constitutes 
“work on the farm.” Particularly | 
amusing is his description of what 
would constitute a full day’s work | 
for most of us which brings him up 
to 10:30 in the morning, at which 
time he “We're ready for 
work.” 


says, 


H. F. E. JEUNET, 

Farm Journal and Farmer's 

Wife, Philadelphia. 

Well, the second week is about 
over and I’m getting tough, healthy 
and lots of ideas. 

I may have selected a tougher 
than usual farm job but I’m warn- 
ing any city man that he can’t go 
out on a farm and step right into 
full swing. Before coming out here 
I put myself through about six to 
eight weeks of hard training at the 
N. Y. A. C.—enough to lose 12 
pounds 

Getting up at 5 is not difficult but 
staying up after 8:30 is for all of 
us “All of us” are: Ralph Wil- 
liams, the owner—his wife and 
mother—an elderly lady, Mrs. Card, 
who cares for Mrs. Williams Sr. 
two regular hired men, Nick and 
Frank—and I complete the picture! 

Up at 5, we milk first. Lights in 
the hen houses go on automatically 
by clock. We use an Empire milk- 
ing machine. I found I haven't for- 
gotten how to milk a cow and do a 
big part of the milking and strip- 


ping while Nick and Frank do odd 
jobs like feeding calves, graining 
the cows, feeding the horses and 
opening nests in some of the hen 
houses. 

We finish between 6:30 and 6:40. 
Breakfast, and listen to Bert Hughes 
and the news at seven. Then bet- 
ter than 1,000 eggs to clean, put 
through the grader and pack. Ship- 
ments are made Tuesday—from 13 
to 20 crates, 30 dozen to the crate. 
Until today some of the eggs were 
saved for hatching. Ralph has a 
15,000 egg capacity incubator. He 
hatches chicks for replacement of 
present flocks, chicks for sale, and 
does custom hatching for 2%c an 
egg. 

While we start grading, Nick 
takes the milk down to the main 
road on the Dodge truck. Dairy- 
man’s League picks it up. 

After eggs, Nick and I pile in the 
Chevy truck and feed and water 
nine brooder houses of chicks. They 
are spread out over about two acres. 

Then Nick feeds, waters and 
gathers eggs in five houses with 
about 900 hens. I feed and water 
three pens of about 1,500 chicks. 


If I’m through first I help Nick 
finish up. Three hogs are fed and 
we head for the cow barn where 
young stock is watered and fed and 
three box stalls are cleaned. Cows 
are watered and the barn cleaned. 
Hay and bedding pitched down. We 
are out of hay and straw in the 
main barn so we haul hay every 
three or four days—straw every five 
or six days; hay from the other 
barn; straw from the stack % mile 
away. 

Then I lug water to the bull and 
Nick cleans the horses. Oh, yes, we 
clean the horse barn and bull’s stall. 
I’ll forget something yet. 

By this time it is between 10 and 
10:30. Frank is through his eight 
pens with 1,600 hens. We’re ready 
for work. Today we hauled straw; 
tomorrow it will be hay. The hay 
fork broke—was repaired. The ma- 
nure spreader was repaired and 
overhauled, a lengthy job. We 
gather eggs at noon before lunch. 

In the afternoon we tackle vari- 
ous necessities. For instance there 
are plowing, harrowing, planting— 
all late because of the weather. 
Frank and I are working on two 
new brooder houses, 10x12 feet. 


There are brooder houses to be 
'cleaned. Due to the manure 
spreader being broken we have 
| about 60 loads to haul from the cow 
barn. Generally it’s hauled every 
|day. The threshing machine needs 
| overhauling. Ralph does custom 


a 


threshing and ensilage cutting. |)- 
cidentally I started off the first da, 
by hauling manure with Nick. Ww, 
plenty tired at the end of the da, 
but managed: to sling as much 
Nick —I mean with a fork! —anq 
that won me the respect of the mey 
who have since told me they were 
skeptical when Ralph told them he’, 
hired me. 

Ralph wants me to stay and one 
of the ladies said I must have been 
sent by heaven when Frank went 
on a drinking toot for several d; 
and I took over his chores. I know 
you will understand my satisfaction 
at fitting in so well. 

At about fifteen minutes to four 
we start chores again—more milk- 
ing, more feeding, more gathering 
eggs. It seems as though one car- 
ries tons of grain, water, hay, straw, 
manure and eggs during a day. We 
have one rule: Chores through by 
six. Then supper, listen to Lowel] 
Thomas and the following commen- 
tator and try to stay awake. 

Ralph has practically a full-time 
job with the incubator and over-al] 
management of the farm. 

That is a general picture of the 
operations. Feed bills for grain run 
$8,000 a year which may give you 
an idea of how much grain we lug. 

Have sat up way beyond hours 
writing this so I’ll close even though 
I have probably forgotten a dozen 
additional chores. Will think of you 
all at 5 a. m. tomorrow. 


angi ly 


Army food parades in paper uniforms 


Pts #' i 
td 
x st Watch the food trucks rolling into any 
7” Army camp. They're filled with paper- 
a cartoned, paper-wrapped food. 


Take a look at an Army mess hall pantry. It's 


like the grocery store at home, with stacks of 
paper containers and paper-packaged food. 


and meats. 


appear. 


our command. 


Go into the huge warehouses and refrigerating 
plants. You'll see long lines of paper-sacked 
vegetables, big piles of paper-cartoned butter 


No doubt about it — paper has made a modern 
food store out of the Army pantry. 


We here at Oxford see hundreds 
of new developments in paper. 
Special maps for paratroops, 
containers for 5-inch shells, targets by the car- 
load—every day, paper takes on new assign- 
ments. New uses are discovered. New needs 


Making a thousand miles of paper a day, as 
we do, we realize that the paper industry is 
registering progress beyond anything in its 
history. And we are furthering research in this 
new world of paper with all the facilities at 


Today, the only question we ask ourselves is 
this—‘‘How many more ways are there for 
paper to help win this war?” Tomorrow, when 
materials are again available, unusual papers 
for many purposes will be ready for you. In the 


meantime, Oxford merchants and Oxford sales- 
men are at your service with quality papers for 


many uses. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York, N. Y. 


Mills at Rumford, Maine & West Carrollton, Ohio 


Western Sales Office: 35 E. Wacker Drive, Chicago, Illinois 
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“Especially Useful to our Postwar 


May 31, 1943 


— 


Media Data Filed 


in the M.D.B. 


For factual reference data 
on these leading media, con- 


sult the Market Data Book 


Advertising Distributors of America 
American Press Association 


Atlanta Daily World 


Battle Creek Enquirer and News 
Boston Post 
Bridgeport Post-Telegram 


Chicago Bee 

Chicago Defender 
Chicago Herald-American 
Chicago Sun 

Chicago Tribune 
Cincinnati Enquirer 
Cleveland Call and Post 
Columbus Dispatch 


Dayton Daily News 
Detroit Free Press 
Detroit Times 


Fall River Herald News 
Federated Publications, Inc. 
Florida Times-Union 

Fort Worth Star-Telegram 
Free & Peters, Inc. 


Good Housekeeping 
Grand Rapids Herald 


Hospital Management 
Houston Chronicle 
Houston Informer 


Institutions 
Interstate United Newspapers 


Kansas City Call 
Kansas City Star 

KIRO 

KMA 

Knoxville News Sentinel 
KOMA-KTUL 

KROW 

KSD 

KTUL-KVOO 


Lafayette Journal and Courier 
Lansing State Journal 

Don Lee Network 

Los Angeles Herald-Express 
Louisville Courier-Journal 
Louisville Defender 


Michigan Chronicle 


National Broadcasting Company 
National Transitads 

New Bedford Standard-Times 
New Haven Register 

Norfolk Journal and Guide 


Omaha World-Herald 
Oregonian, The 


Pictorial Review 

Pittsburgh Courier 
Providence Journal-Bulletin 
Prairie Farmer 


St. Louis Globe-Democrat 
Schenectady Gazette 


This Week 
Toledo Blade 
Troy Record 


WABY 
WAVE 
WCAO 
WCKY 
WDAY 
WDB) 
WENR 
WFBL 
WGR 
WHAM 
WHIO 


WPTF 
Wright-Sonovox, Inc. 
WROL 


Yankee Network 


ADVERTISING AGE 


Planning Group” 


This is a phrase that recurs frequently in 
comments of users of the Market Data 
Book. With nearly every alert merchandiser 
studying the shape of things to come in the 
postwar world, the Market Data Book is a 
basic reference source which is indispensable 
in studying the characteristics of consumers 
and where and how they live. 

So when Walter A. Bowe, advertising and 
public relations manager of the Carrier Cor- 
poration, a pioneer in the air conditioning 
field, and a leading repre- 
sentative of an industry 
which is expected to take up 
a lot of slack in postwar em- 
ployment, talks about the 
value of the Market Data 
Book in postwar planning, 
he is emphasizing a use 
which is rapidly becoming 
general. 

“The 1943 edition of the 
Market Data Book is serving 
a most useful purpose in our 
group that is working on 
market research and postwar planning,” 
writes Carrier’s advertising head. “In 
checking with these fellows only this morn- 
ing, I find that constant reference is made 
to this volume because of the arrangement 
of the material. 

“From time to time I find use for the book 
also in connection with our promotional 
work. You can be sure that the Market 
Data Book is serving a useful purpose in our 
two departments.” 

One reason why the Market Data Book is 
doing a job for Carrier and thousands of 
other national advertisers and their agencies 
is that it is the most complete reference book 
for advertisers and marketers ever designed. 
It contains all significant buying factor 
items, broken down by counties (with 90,000 
figures in this group alone), together with 


special analyses of city, state and national 


WALTER A. BOWE 


markets. Maps, charts, tables and graphs 
are used liberally to make comparative sta- 
tistics on buying power and population easy 
to understand and compare. 

The Market Data Book likewise depends 
on official information for its figures. There 
are no estimates which cannot be supported 
by authentic information, and hence the 
marketer can rely unreservedly on the in- 
formation he finds in this standard reference 
volume. 

Thus, while it would be 
possible to locate all of the 
information contained in the 
Market Data Book in a 
dozen or more individual 
reference volumes, here is 
the only place where it is 
brought together, organized 
and compared for ready 
reference. Thus as a time 
saver in a busy office, it has 
no competition. That is why 
executives like Mr. Bowe 
and his associates at Carrier 
Corporation find it so valuable in their 
planning of current promotion and postwar 
market development. 

Media which supply coverage of the na- 
tion’s primary consumer markets have filed 
reference data on their coverage and service 
in the Market Data Book. Thus the text is 
supplemented by valuable factual data 
which enables the advertiser or agency exec- 
utive to see what media are available for 
effective market coverage, and how well 
each is able to serve advertising and mer- 
chandising needs. 

The combination of 504 pages of authori- 
tative, complete data on consumer markets 
and media, bound handsomely in cloth for 
continuous use, makes the Market Data 
Book an indispensable tool. 

See that it is accessible to all in your or- 
ganization who have to work with facts and 
figures on markets and media. 


THE MARKET DATA BOOK 


x Consumer Markets Edition x 


330 W. 42nd ST.. NEW YORK 


100 E. OHIO ST., CHICAGO 
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Vladimir Places Ads ON SCHEDULE 


— . —— 
. 
Production af 

In Foreign Countries | 0 TH ion a 

Cleveland Tractor Company, , 

Cleveland, has released a newspaper | 

campaign in Sweden, Portugal ee Willow Run on 

India, with copy approved by the) 

Office of War Information. 


’ 
Insertions are geared to ine|§ h d | _f d 
theme “Enlisted for the duration— | ( e u e or 
America’s Cletrac rehearses for | 
peace.” Irwin Vladimir & Co., New| Detroit, May 25.—The question, 


York, handles the account. \“What is really happening at Wil- 
Eee |low Run?” was answered in unmis- 

takable terms by Ford Motor Com- Watch The Fords Go By! 

pany this week with a newspaper 

advertisement scheduled to run be-| 9 PS<SsS22ls PRESS ALS 

|tween now and June 6 in dailies) SS Sscrs : 

in more than 100 cities. 

The advertisement, scheduled for 
full pages, 1,320 and 1,000 lines, 
tells the public that despite all diffi- Me z 
| culties encountered at the new Ford | — Th altel 


Jackson to Cairns 

John N. Jackson, for eight years 
a member of the sales staff of the 
Bureau of Advertising, ANPA, has 
resigned to become an account ex- 
ecutive of John A. Cairns & Co., 
New York agency. 


|plant, it is turning out fleets of | “Sse ™reS . oe. 

mighty bombers and that “these eo 

Ford-built Consolidated Liberator aS 

bombers are not only in production putt Ppeoevuctiom FoR victory 

. . . they’re in volume production!” . 

Despite the contention of some that| In newspaper copy Ford Motor Co. tells 
frequent design changes would) how "the impossible" in mass bomber 


_ General and Mail Order 


production has already been accom- 


make mass production impossible, 
plished at its Willow Run plant. 


the copy continues, Willow Run has 
accomplished “the impossible.” 


ADVERTISING 


| 


| models, the ad declares, concluding: 
| “As you watch these Fords go by 
|on their way to your sons and 
| brothers at the front, remember that 
‘their quantity and quality reflect 
| the feeling of the whole Ford organ- 
|ization that ... no effort short of 
Victory is enough.” 


Schedule Seven Magazine 


The illustration of a Ford-built 
bomber winging through cloudy 
skies bears a striking resemblance 
to the bomber featured on the cur- 
rent six-cent airmail postage stamp. 

In the second nationai magazine 
spread employed by Ford during 
the current year, appearing On a 
staggered schedule beginning June 
7, the company will tell how it is 
delivering aircraft engines for 
bombers, fighters and cargo planes 
in action throughout the world. The 
new bleed spread is scheduled for 
Business Week, Collier’s, Liberty, 
Look, Newsweek and The Saturday 
Evening Post, with a full-color full- 
page adaptation in The American 
Weekly. 


To Chicago Mail Order 


Now on Schedule 


“There were difficulties such as|volume... 
manpower shortages, the training of 
inexperienced workers and the cur- 
tailment of transportation,” the 
company says. “But today Willow | 


MERCHANDISING | 


SINCE 1926 


CHARLES. EDSON ROSE 


SOUPANE 
CHICAGO 


and on schedule!”’ 


; M-4 tanks, 
EAST OHIO STREET - 


engines and many other 


Run is doing what Ford promised! 
|The plant is producing bombers in 


Other Ford plants are building 
M-10 tank destroyers, 
Ford-built Pratt & Whitney aircraft 
victory 


Edythe’ Bright, 
Luxor, Ltd., Chicago, 


ing tags, labels, etc. 


Maxon, Inc., handles the account. 


formerly with 
has joined 
the merchandising division of Chi- 
cago Mail Order Company, where 
she will work on development of 
company brands, instituting a pack- 
aging and labeling program, design- 
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HREE MEN MEET—Serge Koussevitzky, 

Conductor of The Boston Symphony; 
Mark Woods. President of The Blue Network 
(right); and Roy Harris, America’s leading 
symphonic composer (at the piano). 


dedicate his Sixth to America’s 


And as a result of the meeting. the three 
men have set up another major milestone in 
American musical history. The Blue Network 
has commissioned Roy Harris to write his 
next —his Sixth—Symphony. The new work 
will be broadcast. coast-to-coast, next Spring, 
by The Boston Symphony Orchestra, over 
The Blue Network. 


“In offering this commission to Mr. Harris.” 
said President Woods, “I have made no de- 
mands. Nor any suggestions, beyond the hope 


THE BLUE NETWORK 


A SERVICE OF RADIO CORPORATION OF AMERICA 


strength—so well as Roy Harris. I 


so colorfully portrays the life of our 


he would compose a major choral sy 


an era of war and high purpose is 


Le all Synyphery by Soy Harris 


THE BOSTON SYMPHONY ORCHESTRA 


that Harris. an American of the soil. would 


forces—and that it would symbolize 
tion’s struggle for the freedom of mankind.” 


Of Harris. as man and musician. Dr. Kous- 
sevitzky thus expresses himself, “I think that 
nobody has captured in music the essence of 
American life—its vitality, its greatness. its 


genius of his art—which is great because it 
Speaking of his new work. Harris said that 
dwelling upon the Lincoln era—which being 


larly significant for the America of today. 


fighting 
our na- 


feel the 


people.” 


mphony, 


particu- 


Joe Citizen Is 
Boeing's ‘Only 
Customer,’ Ad Says 


Seattle, Wash., May 25.—Boeing 
Aircraft Company, designer of the 
Flying Fortress, Stratoliner 


transoceanic clippers, told the 
American citizen via six-colump 
newspaper advertisements this wee, 
that “You are Boeing’s sole cys. 
tomer” and followed it up with fact; 
and figures to prove that Boeing {, 
spending the taxpayer’s dollar care. 
fully in building planes for Uncle 
Sam. 

In a box explaining how the ep- 
tire output of its large plants is go. 


GOOD NEWS! More than 8 times as many 


COLING 
72VING FOKTRESSES 
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were delivered in 
1942 as in 1941 
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‘ing to the United Nation’s fighting 


| fronts, the company says: 

“Because we are working solely 
| for your government, every dollar 
we use in producing airplanes to 
| win the war comes from your taxes 
and purchase of war bonds. There- 
fore, this statement is Boeing’s re- 
port to you on how your money has 
been used in your behalf—to help 
preserve for you the right to live 
in freedom from bondage.” 

The advertisement, appearing in 
dailies of 32 key cities throughout 
the country, gives this breakdown 
of the “customers’” airplane dol- 
lars: savings from increased manu- 
facturing efficiency enabled Boeing 
to turn almost $36,000,000 back to 
the government, plus taxes in ex- 
cess of $71,000,000; although 1942 
sales were more than four times 
1941 sales, net earnings declined 
‘from $6,113,000 to $5,238,000, 
slightly more than % of 1% of total 
income; salaries of officers took only 
1/20 of 1% of total income; and the 
average Boeing wage was $46.54 
weekly. 

N. W. Ayer & Son, San Francisco, 
is the agency. 


Butterly Resigns as V. P. 

George Butterly has resigned 4s 
| vice-president of S. Duane Lyon, 
|Ine., New York. 


500,000 


STOCK PHOTO 


WRITE FOR INFORMATION — 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE ™ 
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Independent Aided 
by Price Control, 


Commerce Finds 


Washington, D. C., May 25.— 
Under the artificial conditions of 
price control, a phenomenon is 
taking place in the retail food field: 
independent stores are taking busi- 
ness away from the chains. 
~ An analysis of new indexes of re- 
tail food stores developed by the 
Department of Commerce shows 
that independent grocers’ dollar 
sales in the first quarter of 1943 in- 
creased more than 30% above the 
same quarter of 1942, whereas chain 
sales were declining slightly. Sales 
of all other food stores advanced, 
most of the stores being independ- 
ent food specialty shops, during the 
same period, 

The trend sharply reverses the 
experience of 1941 and 1942, when 
chain stores—due largely to their 
introduction of more efficient meth- 
ods — greatly increased their busi- 
ness aS compared to independents. 
In the first quarter of 1942, for ex- 
ample, chain grocery sales were 
70% above the corresponding quar- 
ter of 1939, while independents 
showed only a 40% rise. From 
1935 to 1937, however, independents’ 
sales had increased more rapidly; 
due, Commerce officials believe, to 
the number of states which had 
imposed chain store taxes. 


List Apparent Reasons 


The new-found advantages of the 
independent grocery store stem | 
from (a) higher price ceilings per- 
mitted them under maximum price 
regulations, which enable them to 
pay more for scarce foods and ob- 
tain more from the sources of sup- 
ply; (b) with higher incomes, con- 
sumers are able and willing to pay | 
the higher prices charged at inde- | 
pendent stores (point rationing has 
ncreased the trend, since it has 
tended to make buyers “point-con- 
scious” instead of “‘price-conscious;”’ 
(c) independents have more small | 
and medium-size stores located in| 
convenient shopping areas, now that | 


| 
| 


mileage is rationed; and (d) the 
chains sold relatively more canned 
fruits and vegetables than the inde- 
pendents, while the independents 
handled relatively more fresh fruits 
and vegetables—therefore, point ra- 
tioning apparently favored the inde- 
pendent. 

Interpreting these figures, the De- 
partment concludes that in gro- 
ceries, at least, the independent 
merchant has not been hurt on a 
wide scale by price ceilings and 
rationing, or that if some of them 
have, others have gained enough to 
make up their losses. 


Amoury to Foreign Press 
Daisy Amoury, formerly with the 
New York Herald Tribune, has 
joined the staff of the motion pic- 
ture division of the American For- 
eign Language Press, New York. 


| people have heard and read about.” | : . 

$1,500 Per Store =| "The ‘trowing “trade at-home” | “ating Joins Agency 
movement, fair trade, and more ag- ; 
Reported Spent on 


gressive merchandising by druggists | copy staff of Jasper, Lynch & 


| el ‘have resulted in independent drug | Fischel, New York. 
Drug Advertising 


|stores now obtaining 79% of the 
Pear ear than $75 pocen Digs Praniy. yoy he a. 
maha, May 25.—More than »-|serted, pointing out that this is the 
000,000 is being spent annually by | highest percentage of the drug busi- | INCLUDE MISSISSIPPI 
manufacturers in advertising drug | ness obtained by independents in| ? ‘ 

|store merchandise, I. H. Bander,| many years. : " 

vice-president in charge of drug and| “This represents a great advan-| when you buy Car Cards 
‘sundry sales of McKesson & Rob-| tage, which independent druggists 
bins, Inc., New York, told members| can retain by continued aggressive 
‘of the Omaha Pharmaceutical As-|merchandising of available com-| 
'sociation here today. _modities,” he said. 
| “This represents an average of | a | 


‘approximately $1,500 a year for) Ge A W. M. STOREY ADVERTISING 7 
| each independent drug store,” Mr. | ts Food Account Jackson, Miss. : 
Bander said. He urged druggists to! Madison Foods, Madison, Tenn.,| i= = Meridien — Guile 
| support the advertisers “by doing has appointed Geo. C. Hoskin Asso. | jz. - iets age 
'those things necessary in the matter | ciates, Chicago agency, to handle its er 

Represented by National Transitads 


100,000 riders every day 7 


| of window and counter display to|advertising. Health magazines will} 
| show you have the merchandise that ibe used. 


met his 


JORDAN 


New England’s Largest Store 


the effectiveness of a medium, Its appeal is direct . . . and in order 


to be successful, the response must likewise be direct. No buyer ever 


New England’s largest store, selects WORL as one of its advertising 
media, and stays with it consistently, you can put it down in your 


little black book that this station is reaching the right people in 


occupies a surprisingly important position in Boston. Jordan Marsh 


knows it... so do seores of other local and national advertisers. 


% 


U MARSH COMPANY 


i 


; 
ee CR, A eS 22 


Ra 


(THE COUNTER) 


RETAIL advertising has always been an acknowledged barometer of a 


figures with intangibles. So, when Jordan Marsh Company, : 


sufficient numbers to make it pay. For a low cost station, WORL 


BOSTON. MASS. 
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Public Relations — 
Job Up to Every 
Employe-Garrett 


Chicago, May 25.— A company’s 
relationship to the public it serves 
“must become inherently and in- 
stinctively the concern of all its 
people” and in this direction lies a 
challenging, uncharted course, Paul 
Garrett, vice-president and public 
relations director, General Motors 


| relations. | 


Corporation, declared here Friday | 
at a conference on wartime public! 
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" Your best friend is 


* another businessman. * 


* 
* He reads... 
* * 
%& CHOOSE THE _* 
LEADER IN 
THE BUSINESS 


FIELD... 
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“No sound company policy reaches 
Mr. Garrett, addressing the din- full fruition unless it enlists the ac- 
ner session of the one-day meeting/ceptance, the understanding, the 
sponsored by the Illinois Manufac-| enthusiasm of every man and wo- 
turers’ Association, termed this “dif- | man in the company. The load must 
fusion of responsibility” for a com-| be spread. This diffusion of the re- 
pany’s approach to the public as the| sponsibility for making right de- 
“fourth dimension” of company |cisions on all matters touching the 
public relations. | public may well be regarded as the 
Leading up to the all-important) fourth dimension of public rela- 
factor, the GM official told con-| tions.” 
ferees interested in measuring their| Problems confronting industrial 
own companies’ wartime positions; management in the postwar future 
from a public relations standpoint| will be diverse and far-reaching, 
to take these three dimensional| Mr. Garrett predicted, including 
measurements: those of reconversion, widest pos- 

“First: How good a war produc-| sible employment, making new 
tion job has your company done? | products and services available to 
For doing the job well is the first| more people in more places, and in- 
dimension of public relations. tegrating economic activities with 

the broad needs of industrial com- 
Must Tell the Story, Too munities. “To all of them,” he said, 

“Second: Have you told the pub-| “must be applied the sympathetic 
lic within censorship limitations| understanding of whole organiza- 
about the job done? For telling) tions.” 
about the job done is the second di- 
mension of public relations. The) 
doing is more important than the| 
telling. But the doing alone is not 
enough. 

“Third: What have you done 
beyond the mere telling to explain 
‘how’ you are able to do the kind 
of job you are doing? For unless 
you give people an understanding 
of the ‘how’ and ‘why’, you have not 
developed the third dimension of 
public relations. The knowing why | scale for nearly 40 years. But we 
is what makes the idea stick.” didn’t call it that. 

Continuing the step-by-step an-|000 outside concerns to whom we 
alysis, Mr. Garrett added: assign parts of the production task 


Job Still to Fill 


Business and industry have “con- 
spicuously failed” in the job of tell- 
ing the how and why of production, 
he contended. 

“For example, we have heard 
much about wartime subcontracting. 
| It burst upon the public as a strange 
|phenomenon. I happen to be con- 
nected with a company that has 
been subcontracting on a major 


MEET A Young Charmer 
WITH A FUTURE 


Barbara McDowell is a 
Wichita “BOOM-BABY.” 
“Boom-Baby” because she 
in a “Boom- 


was born 


Town.” Facing a bright 
future because Wichita is 
with a 


a “Boom-Town” 


future. Barbara’s dad is 
building for his family’s 
future at Wichita Boeing 


Aireraft plant. 


Are you building your 
present and future sales in 
Wichita? 

Today Wichita ranks 
first among all sales hot 
spots in the Middle West 
—and fourth in the entire 
country. KFH — the only 
full-time. 


5000-watter in 


Kansas is ready to do 


the job for you. 


Photo by Montague Studios 


mi, 
an ale PE 
9 


PENDENCE 
ve» COFFEY VILLE « 


DENCE S| 


THAT SELLING STATION 
IN KANSAS’ BIGGEST, RICHEST MARKET! 
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WICHITA 


CBS « 5000 WATTS DAY AND NIGHT 


Glenn D. Gillett Computed Field Strength Distribution Based on Performance 
and Previous Survey Measurements S000 Watts Dey and Night —October 1941 


CALL ANY EDWARD PETRY OFFICE 


We call the 20,-| 
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production that the engineers and 
| production men couldn’t really 
/understand for a time what all the 
|commotion was about. And this was 
'true of the automobile industry as a 
| whole. 

“To take a few other examples of 
industrial know-how: The manu- 
facturer of one particular type of 
gun found a way to cut its produc- 
tion time in half. He could thus 
|double his output of guns. What 
|enabled the company to accomplish 
| this war production miracle? 

“Any number of companies have 
found ways of conserving critical 
materials. For example, one com- 
pany is now building stronger, 
lighter airplane propellers at a sav- 
ing of 100 to 200 pounds of alumi- 
num per propeller. Would not the 


APRIL NEWSPAPER LINAGE GAINS 
GAIN AND LOSS PERCENTAGES - S2 CITIES | 
| 
APRIL 1943 = 1942 Loss GAIN 
OLASS IF ISAT IONS +20 +10 0 10 20 30 40 
CLASS NEN CATIONS ——_—— 
Reraic 11.351 See Sot 
GEN RAL 16.7  caenenaenienieeeaemae | 
AuT mor ive 18.5 | aaeeneneenanemmiaeenall 
FINANCIAL 6.6 TT 
Torau DisPLay 12.5 S eemeneaenniniell | 
CuassirieD 4.8 | - 
Tora, ADverTisine 17.0 | ES ee | 
Deraxtment STORES 14.7 een mene | 
JANIARY 1 © APRIL 30, 1943 = 1942 
Reraic 2.3 | — : 
Generar 19.0 “3 aS 
AuToOMoTIVve 4.7 | ae 
FINANCIAL -8.0 | 
ToraL UISPLAY 5.7 me | 
CLASSIFICD 24.4 
TOTAL ADVERTISING 9.5 woven 
DerarTMENT STORES 5.8 | 
-20 “10 0 10 20 30 40 | 
April newspaper linage for all classifications is over on the plus side in this Media 
Records analysis showing gain and loss percentages for 52 cities, with a notice. 
able spurt in classified. All classifications except financial show gains for the 
Jan. | to April 30 period, compared with last year. 
‘suppliers’ or ‘parts manufacturers.’ Joins Forjoe & Co. 
¢ ub- s 
pcre. they oeenion on gale in- |, Paula Borak, formerly with WWL, 
pegs 8 New Orleans, has joined Forjoe & 
tegral part of our process of volume 


Co., New York national radio repre- 
sentative, in charge of the research 
department. 


‘CENSUS 
BUREAU" 


story of ‘how’ such an operation is 
accomplished give people a ad 
understanding of the company than 
a carload of statistics? 

“Hidden in our war manufactur- | 
ing experience are thousands of ex- | 
amples of how companies, working | 
with military authorities, are step- | 
ping up airplane engine horsepower, | 
| toughening up field equipment and | 
|designing weapons for tomorrow’s | 
| battles.” 

Whipple Jacobs, president, Belden | 

Mfg. Company, Chicago, pointing | 
|}out that many manufacturers are 
| beset with difficult consumer prob- 
_ lems brought about by war condi- | 
| tions, recommended that they con-| 
tinue advertising and that salesmen, 
where possible, maintain their con- 
| tacts. 

“During the first world war many | 
| businesses stopped their advertising | 
'because they had nothing to sell, 
| with the result that a goodly num- | 
ber became casualties of their own | 

poor foresight and of aggressive, 
forward-looking competitors,” he| 
said. | 

“Great care should be used in 
| preparation of copy with a view to 
|maintaining customer interest in 
your products. But I should like to | 
sound a note of warning and cau-| 
tion. Overadvertising, just because 
Uncle Sam pays most of the cost, 
|can backfire, and pure bragging of 
the part you are taking in the war 
effort may grow monotonous, since 
of course we are all doing our 
utmost to win the war, and our cus- 
tomers recognize it.” 

Conger Reynolds, public relations 
director, Standard Oil Company of 
Indiana, cited a number of dollars- 
and-cents values attributed to good 
will, urging that business pay more 
attention to this factor. Although 
fewer balance sheets now express 
| the monetary value of good will, he 
said, “there is abundant evidence of 

the high value business men place 


on confidence of the public in prod- | 


ucts and institutions.” 

Russell G. Creviston, director of 
trade relations, Crane Company, 
warned industry that it must com- 
bat acceptance of substitutes by 
keeping the names and uses of its 
products constantly before the pub- 
lic during the war. James W. Irwin, 
assistant to the president, Monsanto 
Chemical Company, St. Louis, em- 
phasizing the importance of public 
relations, said that management has 
been “out-talked, out-maneuvered 
and out-influenced by the magnifi- 
cent public relations job of labor 
leaders.” 


bureau” we have become the lozical 


Because it’s our busi- 
ness to know _ the 
metalworking indus 
try, the job of getting 
information and keeping it con- 
stantly up-to-date is no sideline 
with us. It’s a very importan! 
part of our publishing picture 


with a three way purpose: 
1. To keep STEEL going to 
the right places. 
2. To help our Editors do a 
more effective job. 
3. To supply our advertisers 


with market facts and fi- 
gures. 


By maintaining our own little “censts 


headquarters for information on the 
metalproducing and metalworking i® 
dustries. Advertising men and sales mat 
agers tell us that our new Market studs 
is the most helpful collection of ‘ate 
they have seen on the metalworsint 
industry. For instance, it shows whieh 
plants account for 90% of the industry > 
volume (and incidentally, how STEEL> 
coverage matches up with these plan'>’: 
That’s only a small part of the story 
want to hear more? STEEL, Penton 
Building. Cleveland, Ohio. 


A PENTON 
Publication 


The Magazine of 
Metalworking & Metalprodu 


4 - a ; “ by > vr A thay 3 é 2 eee nk ps a 
ee sae are : ; : a a. Seen. al Uy ; gan) Fs, abe = oe fitiec: 2 * 7 See inate rd . fos : Bes ¥ ae ek 
ete 
aes, e - 
oe = a ms FM: 
Bi a e a ———— eee — 
aoe aS ee ” —_ 
a 
Ae M 
oe 
7 is, N 
on mir 
in 
prit 
use 
: nev 
tell 
Bu, 
T 
Z to | 
7 out 
_— =. a | 
, ) 7 7 a f 
Se (nD | 
eh 
= . . 
= ms Pegs ea ae ee, - 
SE 
0 eae Gem coeamnsant a 
| a = ei ar 
a. Werunha — m 
E a : ae , Le m 
"I m th 
ane” ee i 
,* : 
a d 
: u 
h 
2 . ee a v 
: | \ 
5 aie —, va . i, sina ' 
¥ —— es > a a Z 
_ ae fie a a Rei a (he a < , 4 
a - =< sah a os ~ tg s ‘a 6 _ . ) P 
” y j . i . % “4 r C 4 ( 
te : 4 " C ) 
. q 7 wt ~ al ‘ 
A ™ | a F 
ow ff a ee = , é: f 
A a 3 a : , 
| i = ss 4 Soe aon ; _- aa : 
eee oe ae F ‘ » sa 2 : as , 
ee a ie Pe. : ali = — t 
on af ; "2 Eien q ‘ : 7 . - 7 
cane < . . ie 
i ees asa : a. ; 
oe ie jin “3 ' 
7” a e a a | 
elie. s tn = > we % . e. i ii Be SS 5 “ " . 
a i _ a J a oe ise ' 
. _( & | a “as | 
= a. - Se ’ & 
a ean aie = s . ; 
a eh * eile ite wa * 
: 7 oe lt ae . aaa mena iia a 
a he. * 4 : , a a . ? _ a 
‘ ; eS Ho ol = i 5 
oe ‘ 
hs ae 
a nee, : 4 Pe 
ey ae yy 
| 2 ls 
ae pee fo baer et 
ta See i heey MANHATTAN ANS 5 CITY. 
CRS ea . — 7 ce BON a TOPEKA “taxa” 
on Sra) SALINA l a 
a Oa a Sina the =< aa 
re 7” fae EMPORIA 
‘era ik J N' |S JR == 
i -_ HL en f - 
We =.) L A - - 
 — . - aod 
bopce Ciry'= | | = WicHiTt . nd 
F=] PITTSBURG 
se | 00 RD," \"" TY. = £ 
ae Aa L_}\ BPONCA cITY oa! ua 
oO Nee ad ra > @ 5 
wee See eee : | 
Nig Ron | j —s, } ' 
+o A : AL — — 
- oe a4 
at Se ee ; - 
rei he ae? See = aw 
ag rs 
aa ager 
Ga eo ee . 
a se ‘ : 
Pas aa : 3 4 : . + F Ca. . t Pa orig eS oem 
neh: wi me. ‘» fo af RS A 4 Ae Pe : Ag : ‘ i t Fat 2 oo SR bees f. Sea : Coes d F ihe LS eae “ ae o be : . ay. Se a 2 ae ? P. “iy _ : 244) - ; Gees a 
ie By Bees cea ; a S je s pie 6 5. bi ne EN EAT pe oan in § were x oh eo Ke %; sy errs ee 


043 [May 31, 1943 ADVERTISING AGE 27 
— —— ————$_____——— _ ae wma ————— —————— —_——_— —— ——_-—- - - 
os - t receives from women every | ts tie i ith th i 
s 7 Ps 4 + exper p , rery-j|ucts tie in wi e campaign, ap- H 
e Major Vitamins Helena Rubinstein where who “want to know” about! pearing alongside the main adver- | #ppoints yrsseany > na 
their skin. The advertisement is | tisement. elta g. Company, Milwaukee, 
Heralds Grocers Uses Large Space well illustrated with feminine faces Pettingell & Fenton, New York, | maker of wood and metal-working 
. . from various walks of life, a war| handles the account. ‘machinery, has appointed Hoffman 
as Retail Outlet for Skin Products worker, a sub-deb, a young mother, |& York, Milwaukee agency, to han- 
F : an older woman and career girl. . | i " 
New York, May 26.—Major Vita-| New York, May 25.—Helena Rub- Alongside cach face are instructions | 4PPoints Merahn a 
mins, sig ener + onl a ‘thn instein, maker of cosmetics and/|on how to treat the skin for the dif-| Lawrence W. Merahn, promotion 
in ages for i Pn when & beauty aids, with salons scattered| ferent plaints set forth in typical| manager of the New York Sun, has) Do Not Overlook 
Pr 800-line advertisements in 200 throughout the country, this month | letters. Upper center of the adver-| been named promotion manager of | 
usec apers throughout the countr started a large-size newspaper cam-|tisement carries a pen and pencil| the newly-established news bureau Mt cre the 
he 2 hat “Why You Should paign with 1,750-line advertisements | profile of Mme. Rubinstein. of the National Newspaper Promo- ESSENGER Walther League ; 
guy Vitamins at Your Grocer.” in newspapers in Baltimore, Pitts-| Insertions are scheduled to appear | tion Association. 2 eT MESSENGER : 
The campaign, which is designed | bursh, te ge F St. Louis, Bos-|in the same papers once each week ——_—_—— | cet ; 7 
” til the end of June, is the|ton, Cleveland, Los Angeles and|up to June 13 inclusive in smaller . zs — “The H Magasi 
pw of a small space Rie in San Francisco, promoting its line of | sizes of 1,000 to 600 lines, with the Scheer Hosiery on WHN of Lutheran Families” 
; long list of newspapers and trade | face creams, lotions and medicated | campaign further expanded by the| Scheer Liquid Hosiery has bought Ser Rete Cand and 
; soap. addition of about 13 newspapers in| participation time on the “Meet Sample Copy Write to = 
— Headlined “Mme. Rubinstein, I| principal cities. One column by two-/| Frances Scott” program, heard WALTHER LEAGUE hoc 
WHY YOu SHOULD BUY want to know,” initial copy pointed|inch insertions by leading stores | daily at 8:30 a. m., EWT, on Sta- 75H. Dearhern $t..chicoge, 1 
out the countless letters the beauty' carrying Helena Rubinstein prod-' tion WHN, New York. : , F 
| VITAMINS AT YOUR GROCER* 
ia 
major-B 
halural B comovex i? 
oats - Nee aT * 


papers, and asserts that vitamins | 
are an essential food supplement | 
and, like foods, are vital to the | 
maintenance of vigor and energy. 

A small chart points out that} 
three Major-B tablets provide vita- | 
mins equal in amounts to 16 slices | 
of whole wheat bread, three me- | 
dium size eggs, a six-ounce glass of | 
tomato juice, etc. The text also| 
urges grocers who do not yet carry 
Major-B vitamins to communicate 
with their jobber or the company. 

Peck Advertising Agency, New 
York, handles the account. 


McGraw Heads Economic 
Aid Group in New York 


James H. McGraw Jr., president 
and chairman of the board of Mc- 
Graw-Hill Publishing Company, 
New York, has been appointed re- 

gional chairman of the Committee 
4 for Economic Development. Pur- 


pose of the committee is to stimu-| 

J late and aid postwar planning by 
individual companies for high- 

level production and employment 

throughout the country. 

Colonel Willard T. Chevalier, 

publisher of Business Week, was 


ore named a vice-chairman. “Another | 
the depression would be a threat to our 
dus- society that we cannot afford,” said 
ting Mr McGraw, in calling attention to_ 
the committee’s national research 
ie program aimed at creating favorable 
ine conditions for expanding enterprise | 3% p ul ti | | Cou t 
tant in the postwar era. , 25. 0 op a ion ncrease n n y 
ture 


Opens Own Office 


| 
Stanwood Lee Henderson, oa 


Causing Unprecedented Upswing in 
Sales—War Bonds and Consumer Goods 


merly advertising manager and gen- 
eral purchasing agent for Youngs | 
Rubber Corporation, New York, will | 
open his own offices in New York, | 
to serve as an advertising agent | 
and public relations consultant. 


PRIL 22 is a red letter day in Okla- War industries and military and naval oper- 


ee founding Oklahoma City durivg the historic reached 270,259 on March 31. 
“the “Run of 89”. In the middle of this intense buying activ- 

in- On April 22 this year, 270,000 persons on ity . . . causing some of it... guiding the 
m4 the same spot reasserted their faith and spending of this flush community into War 

data courage in the future of their city and nation Bond and retail channels are the two news- 
_ by purchasing in a single day more than papers which have been in the thick of things . 
a *40,000,000 aS ar Bonds. take in Oklahoma City since the day of its found- ‘ 
EL’ Oklahoma Cityans in every walk of life ing, April 22, 1889 . . . The Daily Okla- af 
~ aie stampeded bend shatters te make it ~< most homan and the Oklahoma City Times. 
a tie “economical” spectacular buying exhibition in the 54-year 


name for a quality 
thin paper, now 


serving Uncle Sam 


and war industries. 


: 


homa history! On that date 54 years 
ago, 10,000 adventurous pioneers asserted 


their courage and faith in the future by 


history of a community which has grown and 
prospered through its eagerness to tackle 
any kind of job... and get it done. 

More than 3,000 firms pledged the day's 
gross receipts to the purchase of bonds. 
Thousands of individuals put their day's pay 

. and more . 
Bonds. 
A 25.3% 


population during the past year is the reason 


into War Stamps and 
increase in Oklahoma County 


for Oklahoma City’s current sales activity. 


ations have filled every available living unit 
to overflowing with workers. The number of 


No, 2 ration books issued in the county 


THE OKLAHOMA PUBLISHING CO. 
* WKY, Oklahoma City 


The Farmer-Stockman 


KLZ, Denver (Affiliated Management) * 


KVOR, Colorado Springs 
Represented by The Katz Agency, Inc. 
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Lithographers Issue 
Revised Data Sheet 

A revised edition of the “Graphic 
Arts Films Available” data sheet, 
an informally compiled bibliography 
of educational films on the subjects 
of graphic arts production and 
products, is available on request to 
the Educational Department, Litho- 
graphers National Association, New 
York. 


Doyle Joins Kudner 

Thomas Doyle, formerly with 
Geare-Marston, Philadelphia, and 
prior to that with Batten, Barton, 
Durstine & Osborn, has joined the 
media department of Arthur Kud- 
ner, Inc., New York. 


zaaKa KKK KS 
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* 
x To talk directly 7 
x with 387,226 * 
* 
* 
* 


* business leaders... 
* 


* CHOOSE THE 
LEADER IN 
* THE BUSINESS 


* FIELD... 


Universal Okays 
Record Shattering 
Advertising Budget 


New York, May 26.— Unprece- 
dented box-office returns have in- 
duced Universal Pictures to throw 
more fuel on the fire, setting aside 
the largest advertising budget in its 
history for campaigns on the re- 
mainder of the 1942-43 release 
schedule and for productions with 
which the 1943-44 selling season 
will be launched, it was revealed 
here this week. 

Between now and September 
alone more than $650,000 will be 
showered on Walter Wanger’s 
“We’ve Never Been Licked,’ How- 
ard Hawk’s production, “Corvettes 
In Action,” George Waggner’s tech- 
nicolor film, “Phantom of _ the 
Opera,” starring Nelson Eddy and 
Susanna Foster, and producer Felix 
Jackson’s latest Durbin starring 
vehicle, “Hers to Hold.” The ad- 
vertising pool set aside will be 
divided among newspapers, maga- 
zines and radio. 3 % 

Lead-off offering fOr the 1943-44 
program is Universal's pretentious 
Charles Boyer-Julien Duvivier pro- 
duction, “For All We Know,” Which 
will be given a_ record-breaking 
appropriation for newspaper space. 

The over-all promotion was 
’ 


And any advertiser in the Pittsburgh Market can be 
just as sure he’s got effective, well balanced cover- 


*. 
. 


age. Here’s the “know-how” : 


1. Unlike many other large markets, most 
of the families (more than 6 out of 
10) live outside the “A. B. C. City” of 


Pittsburgh. 


2. The majority of these families live and 
work in 1-44 cities and towns surround- 
ing Pittsburgh where the Post-Gazette 
offers 506 more coverage than any 
other Pittsburgh daily newspaper. 


3. In the 


addition. 


Post-Gazette. 


Pitts- 


burgh’s only morning newspaper, has 
the second largest “A. B. C. City” cireu- 


lation. 


Thus—only the Pittsburgh Post-Gazette gives effec- 
tive. balanced coverage of the entire Pittsburgh 


Market! 


PITTSBURGH POST-GAZETTE 


PAUL BLOCK AND ASSOCIATES-NATIONAL REPRESENTATIVES 
New York © Chicage © Philadelphia @ Boston © Detroit @ Sen Frencisce @ Les Angeles @ Seattle 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


May 17. There are many ways to start 
an ad, but one of the best, if not the best, 
is to tell the reader how to get something 
he already wants. The formula is simple 
enough, but the real problem is to put your 
finger on that want. It may be something 
so obvious—like the merchandise itself 
—that you will tend to overlook it, and 
start farther back than you need to. Or 
it may be something so obscure—like 
pieces of the Blarney stone—that it takes 
sharp eyes to find it. But I note that all 
the really successful ad writers spend more 
time studying people’s wants than anything 
else. 


May 18. Riding a crowded streamliner 
today, in which every space was filled, and 
people sat up overnight in the club car, I 
thought that the great unsung heroes of 
our civilization are the Pullman porters. 
For many years I spent as much as one- 
third of all my nights in their care, and if 
there is any finer body of public servants 
anywhere than these men I can’t think who 
it may be. Inasmuch as historians com- 
monly neglect to record such really signifi- 
cant features of a day, I would like to see 
a statue of a Pullman porter erected, say 
in the nation’s capital. Maybe ADVERTISING 
AGE could start a fund for one. I'll chip in 
if the Pullman Company will. 


May 19. Went to see an experiment in 
Occupational Therapy being conducted for 
convalescing soldiers, by one of our mili- 
tary hospitals. The boys were as busy as 
the traditional beavers, making things with 
their hands—carving linoleum prints, mod- 
eling animals in clay, and making useful 
articles for themselves out of scrap leather. 
The teachers were all volunteer handi- 
craftsmen, and both they and the pupils 
were having a hearty time. I have seen 
lots of tangled-up ad men get over the jit- 
ters with a day of just such work, and it 
looked to me as though these tough hom- 
bres were getting the same kind of results. 


May 20. A friend of mine on the Yale 
faculty sends me a pamphlet in which he 
and a colleague propose a complete re- 
vamping of the educational methods in law 
schools. In it he stresses the fact that 
lawyers have become the most influential 
policy-making people of our time, in gov- 
ernment and in business. They have cer- 
tainly crept up on us in the advertising 
business in the last few years; and from 
what I have seen them do to make selling 
ineffective I am ready to vote that they 
need some kind of change in their educa- 
tion. 


May 21. A mail order client came in 
today with a letter he had received from a 
woman, in answer to a circular one which 
I had written for him recently. She said 
his letter had appealed to her deepest emo- 
tions, and made her want to know him 
better. Was he married, and could he send 
her a photograph of himself? Now the 
client wants me to answer her so as to keep 
the customer and lose the admirer. What 
a business! 


May 22. For three months my Airedale 
has been lost, but today I found him. The 
people who picked him up on the roadside 
had treated him well. But when he saw 
me, he grabbed my hand in his mouth and 
raced me up and down their yard in a 
frenzy of joy. Tonight he is sleeping again 
outside my door, and I can hear that 
friendly thump of his tail on the floor 
whenever he hears me move. 


May 23. Another rainy Sunday, just 
right for a log fire and a new book. So 
picked up Dr. Fosdick’s last one, “On Be- 
ing a Real Person.” Almost anybody could 
get something for himself out of this, but 
an advertising man can get a lot if he reads 
it as the case book of a man who probably 
has seen the insides of as many people as 
anybody living. 


_ 


drafted by John Joseph, national 
director of publicity, advertising 
and exploitation; Maurice Bergman, 
eastern publicity and advertising 
director, and Terry De Lapp, studio 
publicity director. 


PARAMOUNT USES RADIO 


New York, May 26.— An ambi- 
tious radio advertising campaign 
in connection with the “pre-release” 
late this month and early in June 
of “Five Graves to Cairo” in 29 
cities, has been mapped out by Rob- 
ert M. Gillham, advertising and 
publicity director of Paramount Pic- 
tures. 

The picture uses Rommel’s Afri- 
can campaign as its background, 
and the radio advertising, which in 
each city will break several days 


is planned to make the most of the 
picture’s timeliness. The first radio 


| Martha Deane on WOR. 
| Time was purchased on 


stations where available for pro- 


|duration, and the 
|which Paramount regularly pur- 


|Savarin coffee. 


grams of one minute to 15 minutes’ | 
station breaks | 


sons without regard to the general 
public interest, is equivalent to 
sabotage,” he said. 

Mr. Warner’s statement appar- 
ently was in answer to material 
printed in Motion Picture Herald 
last week, pointing out that 126| 
musicals and comedies are now in 
production or have just been com- 
pleted, and that exhibitor opinion 
overwhelmingly holds “that the 
theater is vastly overfed with war 
pictures and themes of stress and| 
strife.” 


Savarin Returns to Air | 

A. S. Schonbrunn & Co., New 
York, returned to the air May 24 
with sponsorship of Bessie Beatty’s 


| women’s program over Station 


- : | WOR, Mondays 
before introduction of the picture, | 


through Fridays | 
from 11:15 to 12 noon, EWT, for| 
Advertising of the) 
product was stopped shortly after | 


advertising appeared here May 21 in| the outbreak of the war, due to im- | 
connection with the opening of the| port and transportation difficulties, 
picture at the Paramount May 26,) and the company’s policy not to use | 
with daily programs by commenta-| substitutes. Sufficient supplies have | 
tors Adelaide Hawley on CBS and/now been received to warrant fur- 


ther advertising. Ruthrauff & Ryan, 


local | New York, is the agency. 


NBC Promotes Kelly 


N. Ray Kelly, formerly assistant 


\chases for leading attractions are | production manager of NBC's east- 


| being augmented for this picture. 


Women commentators and news-| the 


casters are being used in 
cities, with the advertising messages 


consisting of newscasts and recorded | 


spot announcements, intimately 
|correlated with current news. 


WARNER SCORNS MOVE 
TOWARD ESCAPIST FILMS 
New York, May 26.—In the face 
of a rising tide of criticism of war 
films by both producers and ex- 
hibitors, and a constantly increasing 


| 


volume of escapist movies, Harry M. | 


Warner, president of Warner) 
Brothers Pictures, this week ad-| 
dressed a_ strongly-worded state-| 


ment to the trade urging them not 
to be intimidated or coerced by 
“persons who are not’ whole- 
heartedly behind our war effort.” 
“Any arbitrary exclusion of war 
films, either to satisfy a small ap- 
peaser element or for personal rea- 


ern division, has been promoted to 
post of production manager, 


several | succeeding Lester O’Keefe, who has 


resigned. 


Westland Elected Head 
of Production Managers 


Clayton Westland, McCall Cor- 
poration, has been elected pre ice 
of the Association of Publication 
Production Managers, New York, 
comprising representatives from na- 
tional and trade publications. 

James Ley, Curtis Publishing 
Company, was chosen treasurer anc 
Irving V. Simon of Macfadden Pub- 
lications, secretary. The association 
has concentrated during the pas! 
year on technical problems con- 
fronting the publishing industry in 
connection with governmental ord- 
ers for the conservation of. critical 
metals and reduction in paper con- 
sumption. 


UBTON 
Ww NE 


“No Burton Browne client 
has a competitor with 
better advertising’ 

CHICAGO « DEL. 3800 
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H udson Pulp Gets 
Drive Under Way 
on Paper Napkins 


New York, May 26. — Hudson 
Pulp & Paper Corporation has 
jaunched a consistent newspaper 
advertising campaign with initial 
g00-line insertions appearing last 
week in magazine supplements and 
rotogravure sections of papers in 
key cities along the eastern sea- 
poard. 

Promoting its line of improved 
paper napkins, the schedule calls for 
approximately 10,000 lines on a 12- 


THIS BETTER PAPER NAPKIN 
NOW REPLACES CLOTH ON 
SMART WARTIME TABLES ! 


month basis, with expansion of the 
campaign in additional papers, and 
space running from 600 to 200 lines. 
Copy is directed to housewives who | 
ave laundry troubles, and, says | 
“they can count on the Hudson Pa- | 
per Napkin to make the word light 
in ‘light housekeeping’ really mean | 
something.” Lawrence Fertig &| 
Co., New York, is the agency. 


Joins Railway Express 

Anne Means, formerly with Bai- 
ten, Barton, Durstine & Osborn, 
New York, has joined the air ex- 
press division of Railway Express 
Agency, New York, as a publicity 
writer. 


BALTIMORE'S BLUE 
NETWORK 
OUTLET 


H. Roeder, Gen. Manager 
SPOT SALES, INC. © 


York - Chicago - San Francisco 
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‘Farmer’ Donates 
Space to Increase 
Pulpwood Supply 


New York, May 26.—In coopera- | 


tion with the Agricultural Publish- 
ers Association and the pulpwood 
consuming industries, Progressive 
Farmer has devoted four pages of 
advertising in its June issue to urge 
the nation’s farmers to keep up the 
supply of pulpwood by harvesting 
their woodlands now, since “every 
stick of wood is a club to smash the 
Axis.” 

Headlines such as “Put Your 
Trees Into the Fight” and “Fiber 
Made From Trees Fights On Every 


| cation. The agricultural publishers’ | more money, and a steadier supply 
group is currently working on plans | 


for two additional advertisements in 
the near future. 

Copy hammers home the fact 
that a cord of pulpwood will make 
enough powder to fire two rounds 
in a 16-inch naval gun and that 
trees are needed to make fiberboard 
containers to protect overseas ship- 
ments of food, supplies and muni- 
tions, besides parachutes and medi- 
cal dressings for the sick and 
wounded. 

Farmers are told: “You improve 
your woodlot when you thin it out. 
.. And work in your woodlands can 


other farm jobs. 


of wood for pulp and paper to speed | 


a glorious victory.” 

Photographs illustrate how food, 
shells, gun parts and supplies of 
every description reach the coun- 
try’s fighting men in _ fiberboard 
boxes and paper containers made 
from pulpwood. 


Issues Special Number 


The June issue of Electronics, 
published by McGraw-Hill Publish- 
ing Company, New York, will be 
the annual directory number, carry- 
ing a complete listing of manufac- 


be made to fit in nicely with your | turers in the electronic and allied 
You help your | industries, 
Uncle Sam and help yourself when | products. 
you cut your own timber. Ask your | manufacturers 


classified according to 
Included also will be 
of accessories and 


Front,” spark the insertions donated | county agent to show you how good | materials used in the design or pro- 
free of charge by the farm publi-| cutting means larger timber crops,| duction of electronic devices. 


| Appoints Story, Brooks 


| Story, Brooks & Finiey, publish- 
| ers’ representative, has been ap- 

pointed national advertising repre- 
| sentative for the Exponent & Tele- 


| gram, Clarksburg, W. Va. 


Dillon Joins JWT 

Clifford Dillon, copy group head 
of Kenyon & Eckhardt, New York, 
has resigned to join J. Walter 
Thompson Company, New York. 


STILL TIME! seems 
Yes, there’s still time for you to get 
business from over 700,000 readers 
of August's Popular Science Classi- 
fied Section! But time is short! Clos- 
ing date is June 8th—mail your ad 
today! For information, write for 
Classified Folder A-8. 


355 Fourth Ave. 
POPULAR SCIENCE » 355, Fourth Ave 


“‘Look, darling — you be “Buying Power’ 


and Ill be ‘Available Goods’ : 
together we cause Inflation.” 


tle circus—and splutters, 


* * 


think, buy what they buy. 


‘) IME-reading women don’t 


sounding plurality of 5 to 


"LL NEVER DRAW diagrams for my wife again! 
There I was, with pencil and paper, patiently 
explaining Inflation to the littke woman. Suddenly 
she sounds like she’s strangling—whips up this lit- 


‘Will you never stop treating me as though I 
did nothing but eat bonbons and read French 
novels all day? Don’t you ever hear me answer- 
ing Junior’s questions about the War? Can’t you 
guess what we talk about at the Club’s current 
events meetings ? Or do you have to see my fin- 
gerprints on your old copy of Time to realize I 
read it from cover to cover just as you do!” 


“Maybe I have been too uppity with the little 
woman, But say—isn’t she the smart cookie!” 


* 


Yes. And there are more than a million like her: 
the kind of intelligent, wide-awake girls you'd be 
willing to bet would marry men headed for suc- 
cess, and bring up fine children, and keep good 
homes, and bee-line for TIME, every week. 

They are the kind of women other women want 
to be like—and millions and millions of average 
women try to do what they do, think what they 


And surveys show that these more-than-a-million 


have to pinch pennies, 


have 244 times as much to spend as the average 
woman—that they like Time better than all the 
other ad-bearing magazines they read, by a re- 


1. (Which means that 


TIME gets the soak-it-up and talk-it-over readership 
a carefully thought-out advertisement deserves! ) 
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. . — 
Begins Poster Campaign p Oil Si 'H. V." DOES THE HONORS Admen in th 
Staten Island Rapid Transit Rail- ure | Igns e 
way Company, New York, will use oe 
one, two and three-sheet posters on «2 Armed Forces 
its stations for the first time in the altenborn for sao 
history of the railroad. Posters will , G Butter! tl 
also be used at the Womauhen ter- " ' elasomnmne cone ry S Du ag ay bin 
minal in New Jersey and the 42nd . ; 2 ae Yon, 
St. terminal in New York. Trans- His Fifth Year Inc., New Mee has joined the W. 
portation Displays, New York, han- Army signal corps. Jol 
dies the account. Chicago, May 27.—Public service «tte ta fenee with 
pays in the long run and the Pure ‘ , - oo 
Oil Company has just demonstrated the Queen s Own Rifles, on active 
its conviction on this subject by service. om 
signing H. V. Kaltenborn for his Hubert D. Osteen, business man- col 
Reach the Field Leaders fifth year of broadcasting under the ager and managing editor of the * 
Maladies oat Meme te “Be Sure” auspices. Kaltenborn will Item, Sumter, S. C., a been com. 
nomics who influence bu va be heard by the largest audience in missioned 9 first = — Photog. sol 
gentle on the form end to Ho his history, for Pure Oil has con- raphy section of t J arine Corps ar 
ferm home. sented to permit the news analyst He will report to Maxwell Field as) 
to assume other sponsors in non- Ala. otl 
Who are the Field Leaders? competitive territory, while NBC Loyal Phillips, Parish & Phillips ; 
Consult Standard Rate and Data, or will continue to feed the Kaltenborn newspaper classified advertising 
Controlled Circulation Audit Reports comments to many stations on a counselor, Miami, has been commis. ge 
8 * sustaining basis. sioned a lieutenant (jg) in the | 
139 N. CLARK ST Since signing Kaltenborn four naval reserve and will report to the th 
CHICAGO years ago, the Pure Oil Company air combat intelligence training 
. has built station traffic by distribut- school, Quonset Point, R. I. ri 
saat ghee ok Bee wom Sn ae H. V. Kaltenborn cuts the cake at a dinner held in Chicago to celebrate the start nn oe Eas that ot the On - 
world events. In the beginning of his fifth year of broadcasting for Pure Oil Co. Surrounding him, left to d ~ di 4 he 
*| right, are Leo Burnett, president, Leo Burnett Co., Pure Oil agency; Lyle Van, mee me oe 7 beer ; 
7 announcer; Francis H. Marling, advertising manager, and Henry M. Dawes, commissioned a major in w e Army ; 
, -_ president of Pure Oil Co. and assigned to the military goy- U 
ernment division, Charlottesville te 
4 7 > Va. He was with National Broad- 
@ * e ; these offers wére without strings State Budget Increased casting Company before joining 
attached. Later, a nominal sum was By action of Wisconsin’s state leg- Owl. ' + 
charged, permitting dealers to make | ;.).; $20,000 tentati eg Irwin S. Taubkin, assistant pro- , 
a small profit on every map or|2.UrTe a , tentative appro-| motion manager of the New Yor) 
a booklet sold. The tntest of thess priation for recreational advertising | Times, has joined the Army. 
a ; - for Wisconsin for the next two years | cbaieginiiipdammmain 
= volumes, “Kaltenborn’s World Wide |has been increased to $75,000. Ad- 
Lie War Atlas,” is in its second edition, | yertisements will appear in all Chi- | Chirurg Makes 


the first of 750,000 copies having |, 


been sold at ten cents each. | 


ago newspapers, and newspapers in 
|Akron, Cincinnati, 


Cleveland, Co-| Personnel Changes 


bet- 


Francis H. Marling, advertising | lumbus, Dayton, Detroit, Des | 


James Thomas Chirurg Company 


manager of Pure Oil, said that the| Moines, Fort Wayne, Indianapolis,| Boston, has announced the follow- 
company’s dealer organization ap-| South Bend, Kansas City, Minneap-|ing changes in personnel: 
pears to be bearing up under the| polis) New York, Omaha, St. Louis, | King, formerly with the Towle Mfg 


Gerald 


impact of gas rationing much and others. Early advertisements | Company, Newburyport, Mass., has 


ter than the field as a whole. He) netted 4,204 inquiries up to Feb. 15,| joined the agency’s copy depart- 
attributes this in part to the fact| compared with 4,963 a year ago. ment; Janice Mackey, formerly wit! 
that the on are neighborhood nmmamanireinagiiante Badger & Browning, Boston, ha 
operators, and in part to the com- . . ‘ ’ been appointed space buyer. Gor- 
pany’s advertising and sales promo- Ginn Joins Newsweek don Lane, formerly with Esquir 
tion, designed to help stations build Marshall Ginn, formerly aiver-|magazine, New York, has bee: 
up their lubrication and other serv-|tising manager of Alexander Hamil- |/nmamed an account executive, and 
ice functions. ton Institute, New York, nas joined| May Farnsworth, formerly with H 
Confidence in Future the circulation department of News- B. Humphrey Company, Boston, has 
week, New York, as renewal man-|been made assistant promotior 
Fagg fon = a ee ager. manager. 
YOU h a e to a five day week in 
el ed bui ° ‘ 1942, Henry M. Dawes, president of 
. ‘ ild this city of Wash- the company, commented as fol- * 
ington, Alexander Ha il lows: 
milton, But com- “Our feeling is that the additional 
Pared to your town our city, ; expense involved is justified by * 
Wh ur city Is behemoth! showing dealers that we have cour- 
y Alex, when age and confidence in the future. A N 0 T ial iJ H Q U 0 T A 
Pear ee you put your adminis- They are engaged in a business that 
ration s budget for o . 4 will have to be continued under any 
Perations UP against combination of circumstances, but 2 
Our TWO BILLION gains the discouragements and trials of 
A WEEK oe the ' the future cannot be exaggerated. 
no comparison! po , res We feel this is an opportunity to in- 
f n these 1,250,000 peo dicate to our dealers not only our 
ple o : ’ . good will, but our confidence. This 
, , Ours Alex: they have an averag is no time for people to lose their i N ST. J 0 Ss E Pp H C 0 U | T Yy 
amily j e courage.” 
y income of $5,316! Hd h ti This sentiment still holds, as far 
nati 9nest in the as the Pure Oil management is con- * 
ation! cerned 
Kaltenborn’s success is believed 
It's to be due largely to his pride in his * * * * * x 
More th . broadcasts. Whenever he feels him- 
The an that though, Alex self becoming stale, he makes visits cipal a 
se mi ion . to war or production centers. These * fo. 
and a Quarter Washin toni trips give him a fresh fund of infor- F Fifty thousand P ple—one 
ans have the fut gtoni- mation on which to draw for the << out of every three in St. Joseph 
‘a te. ure of the world in the extecentinary Goaiate mate on _ County — bought bonds in the 
mo store of knowledge through multiple Ren l ; : 
eir hands! Each day thousand broadcasts and newsréel appear- Second War Loan Drive. 
and + Ss | ances. . 
housands of orders for mat | The company marked renewal of Fifty thousand people. And 
fight aterials to the Kaltenborn contract by tender- they tripled their county's quota by laying over 
war come out of W hi ing him a dinner at the University| BONO QUOTA $19,000,000 on the line! 
each d as ington; Club. The program of entertain- , 
ay they spend more than + — one the iy ~ . one It's a habit here. This is the twelfth time in 
. n two. arce ui aroun the life and) . P . ; 
hundred-fifty million d II | | works of the commentator. Invited | tenet ana that the monthly war bond sae has 
——. FOlars! /guests included Leo Burnett and| been oversubscribed. 
; members of the Leo Burnett Com-| . 
o | pany, which handles geod People in the South Bend area have money. 
representatives of NBC, the press, | They offer you one of the most inviting mar- 
| and others. kets in the Nation. 
DOUBLED 
Varva Starts Campaign And, the South Bend Tribune offers you the 
Varva, New York, has begun ad-| only sure way to reach this market. The Tribune 
vertising for its “Nonchalant,” a| dominates the Northern Indiana and Southern 
new perfume, with insertions in| Michio; orri ~rcenilati 3 incre 
tag ne gy A Stedomet | Michigan te rritory. The circ ulation has inc reased 
selle, Playbill and Vogue. A sepa- from 45,624 in 1937 to 79,439 in 1942—the 
rate campaign for Varva’s “Follow largest and most potent circulation in Indiana, 
adn a Iggy | rt san 4 = 7 16 | outside of Indianapolis. The Tribune offers thor- 
ane Advertising Agency. cage oe AND TRIPLED ough coverage at economical cost. Write for the 
handles the account. booklet: “Covering the South Bend Market.” 
Appoints Chirurg Agency | a ee 
Rose-Derry Company, Newton, | 
Mass., maker of mattresses and bed- 


ding, has named James Thomas | 
Chirurg Company, Boston, to direct 
advertising. Magazines and radio 
in the New England-New York area 
will be used. 


The Soulh Bend Tribune, 
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pe introduce a full line of electrical Issues Booklet on 


Workers Concerned About 
jobs After the War 


“will I have a job when the war 
is over?” is the question uppermost 
in the minds of American war 
workers according to a survey just 
completed among employes of Syl- 
vania Electric Products, Inc., which 
now employs more than 11,000 per- 
sons on electronic devices for the 
armed forces. The question was 
asked four times more often than 
others concerning overtime, inflation 
or rationing. The poll was made 
in an effort by the management to 
get a better understanding of what 
the employes are thinking about 
these days. 

Closely following the most recur- 
ring question about jobs was a 
group of queries relating to the 
company’s plans for peacetime op- 
eration, the adaptability of such 
wartime products as cathode ray 
tubes to postwar uses, and the po- 
tentialities of television as a post- 
war market for the company. 

Far down the list were questions 
relating to working conditions. 
Many workers expressed an intense 
interest in the importance of their 
individual job in relation to the war 
effort. 

The company is endeavoring to 
answer the questions whenever pos- 
sible. Problems of local or indi- 
vidual interest are being handled by 
local officials, while the company 
plans to answer questions of broader 
interest through the pages of the 
company magazine. 

In replying to the question about 
peacetime employment, and admit- 
ting that Sylvania “does not know 
all the answers,” Walter E. Poor, 
president, assured employes the 
company is giving deep thought to 
its place in the postwar world, is 
making plans to the best of its abil- 
ity, and hopes to maintain employ- 
ment at a high rate. 

Predicating his statement on the 
assumption of good business im- 

mediately after the cessation of hos- 


tilities, Mr. Poor gave it as his 
opinion that: 
1. There will be a_ transition 


period during which war manufac- 
ture will be slowly replaced by 
civilian production. 

2, The company will find it 
easier to convert to peacetime 
manufacture than many other in- 
dustries, and hence will be on the 
market sooner with civilian goods. 

3. Sales of the company’s regular 
radio tubes and lighting products 
will resume at the end of this 
transition period, possibly in greater 
volume than before the war. 

4. Certain of the company’s war- 
time products may be adaptable to 
civilian use, but in unpredictable 
quantities. 

With the warning that the first 
job is to win the war, Mr. Poor 
added: “One thing we can tell you 
that is not in the nature of a guess 
but is a fact—the management is 
giving serious thought and deep 
Study to the future and is making 
plans to the best of its ability. In 
making these plans, we view with a 
deep sense of responsibility our ob- 
ligations to make jobs for as many 
of our present employes as possible 


Postwar Planning 


How Business and Industry Are Preparing e 2 * 
for a Peacetime World 
Edited by RALPH O. McGRAW 


and to maintain the best working 
conditions and to minimize hard- 
ships. 
the large number of boys who have 
left us to fight to make victory pos- 
sible and to whom we owe the duty 
of finding employment when they 


automotive industry is planning to 


Kline with Metro 


Charles T. Kline has joined the 
Chicago sales staff of Metropolitan 
Sunday Newspapers. Previously, he 
spent seven years with Sawyer- 
Ferguson-Walker Company. 


household appliances as quickly as 
it can convert to the production of 
civilian goods. 


Controlling Absenteeism 


A 57-page booklet titled “Con- 
trolling Absenteeism,” is now avail- 
able by writing to the Superintend- 
paring a series of studies on post-|¢mt of Documents, U. S. Govern- 
war economic, social, and manufac-|™ent Printing Office, Washington, 
turing situations in major industrial D.C 
areas throughout the country. The 
one from Pittsburgh and the Penn- 
sylvania has been completed. 


The Department of Labor is pre- 


Ruth Larison Resigns 


Ruth Hooper Larison has resigned 
as advertising manager of Elizabeth 
Arden, New York. 


Priced at 10 cents, the booklet is 
listed as Special Bulletin No. 12, 
issued by the U. S. Department of 
Labor, Division of Labor Standards, 
and carries detailed records of war 
plant experiences in dealing with 
absenteeism. 


In addition we do not forget 


Sponsor Radio Program 


return.” : Kendall Foods, Inc., Los Angeles, Write for circuler on 
—— per ge of tary in| dog food manufacturer, is sponsor- Fey ee 

e company’s ten plants now are|ing a 15-minute variety program . : of Cathode 
women. Factory officials report the  & “Andy and Virgins” sired Cole Joins Rickard FLUORESCENT 
poll was enthusiastically received. |Tuesdays over 13 stations of the} Eugene F. Cole has resigned from LIGHTING. 


ae & % 


Blue Network. Mayers Company 
One of the largest units in the 


handles the account, with Dean 
Simmons as account executive. 


Marschalk & Pratt, New York, to 
join the art department of Rickard 
& Co., New York. 


SIGNS OF 
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SIGN CO, LIMA, CHICO 
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IN SECOND WAR LOAN DRIVE 


s pene ™ 


_ Norfolk has just added another amazing record to its list of _ 

_ achievements. Following closely on the heels of continu- 

ous drives when $550,000.00 was raised for the War Chest a 

_ and $220,000.00 for the Red Cross War Fund, folks and 
firms of this busy city purchased over four times its Second _ 
War Loan quota. The Treasury Department asked for 
$8,800,000.00. Final figures just released show the total. 

_ to be $41,790,681.25. Norfolk led the 5th Reserve District. 


ar’ 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban populea- 
tion. 


“Independen| Survey of Providence Baulletia 


Never before was there 
so much buying power 
in the Norfolk area. 


‘LEDGER-DISPATCH © 
NORFOLK VIRGINIAN-PILOT 
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BUY-LINES 
by Nancy Sasser 


—— 


a 


is 
BREAKING RECORDS! 


Clark survey 
Chicago Tribune§ 
(April 18, * 


43) 


a * 


L. M. CLARK, Inc. 
Readership Studies 


indicate 
MRS. AMERICAN 
wants 
MORE 
and 
MORE 
PRODUCT 
INFORMATION 


through 


BUY-LINES 


40 Sunday Newspapers 


~~ => 2 ® 


STUDY THE RECORD OF 

ONE YEAR'S ADVANCE IN 

PRODUCTS AND READER- 
SHIP. 


April 18, 1943 


CLARK SURVEY 
in 
CHICAGO TRIBUNE 


OBSERVATION—35% 
(Overall column featuring 
10 products) 


READERSHIP—14°% 
(Average 42-line ad for 10 
manufacturers) 


March, 1942 

Clark Survey in 
Cincinnati Enquirer 
OBSERVATION—7% 


(Overall column featuring 
3 products) 


READERSHIP—5% 
(Average 42-line ad for 3 
manufacturers) 


WRITE FOR COPY OF THIS 
NEW SURVEY 


NANCY SASSER, INC. 


271 Madison Ave., New York 
360 N. Michigan Ave., Chicago 


Getting Personal 


N. G. Woodside, dir. and vice-president of the H. J. Heinz Company, 
has retired after 57 years, a fitting number, of continuous service with 
the company... 

Edmund D. Kennedy, a. m., Copperweld Steel Co., was married May 
15 to Rosemary Kuhn at Hooker, Pa... 

Associates of Art Tatham, v.p. and manager of Y&R’s Chicago 
office who is leaving to become v.p. and contact supervisor in the New 
York office, gave a testimonial lunch for him last Monday at the Tav- 
ern Club. Among speakers who made their esteem for Art clear were 
Ken Laird, Y&R merchandise 
dir., Chicago; George Kelly, Pull- 
man Co.; George De Beer, Bauer 
& Black; Baxter Gardner, Frank- 
fort Distilleries; Glen Miller, 
agency owner and new CFAC 
pres.; Elon Borton, LaSalle Ex- 
tension U.; Ed Lethen, Macfad- 
den Publications, who presented 
the guest of honor with a gold 
wrist watch; Ed Richer, Chicago 
Sun, and Lloyd Maxwell, toast- 
master and, like Tatham, an ex- 
pres. of the CFAC... 

A. D. Willard Jr., gen. mgr. of 
WBT, Charlotte, a member of the 
Mecklenburg Council of the Boy 
Scouts, headed publicity for the 
May 20 Mecklenburg Boy Scout 
parade and circus marking the 
anniversary of the Mecklenburg 
Declaration of Independence. 
With an eye on the postwar mar- 
ket, Neil C. Hurley Jr., exec. v.p. 
of Independent Pneumatic Tube 
Co., Chicago, is spending a night or 
two a week studying Russian... 

Don Searle, new gen. mgr. of KGO, was honored with a luncheon 
given by the San Francisco Chamber of Commerce at the Bohemian 
Club. . . Henry J. Kaufman, owner of the Washington, D. C., agency 
bearing his name, is serving as captain in the Army ordnance depart- 
ment. Capt. Kaufman, stationed at the War Department, is chief of 
the administrative analysis section, control branch, field service di- 
vision. . . 

Grover B. Brewer, adv. mgr. of the Rochester Trust & Safe Deposit 
Co., is wearing a gold wrist watch, presented to him in recognition of 
23 years as ed. of “Bank Interest,” organ of the Rochester chapter of 
the American Institute of Banking . . . C. E. Broughton, pres. and ed. 
of the Press, Sheboygan, Wis., was presented with a hammered copper 
plaque by the postmasters of Ozaukee County as a tribute to his good 
citizenship. The design of the plaque symbolizes four achievements: 
publishing, conservation of natural resources, sponsorship of a chil- 
dren’s camp and leadership in the Elks... 

Elmer R. Miller, mgr. of the molded goods dept., industrial products 
sales div. of B. F. Goodrich, has retired from active service after 44 
years with the company... Alice Mains was tendered a banquet on her 
retirement after 37 years with the London, Ont., office of McConnell, 
Eastman & Co... 

When Ray Rubicam finished introducing DeWitt Mackenzie of the 
Associated Press to the recent Four A’s meeting in New York, the back 
legs of his chair slipped off the platform and he teetered precariously 
on the edge for a moment. Cracked Mackenzie: “I frequently bowl 
them over when I make a speech, but it usually doesn’t happen so 
quickly.” . . 

This time Edgar Kobak, Blue Network prexy, dined 140 employes 
from all depts. of the Blue at one of the informal dinner gatherings he 
stages every now and then. .. John Hertz Jr., exec. v.p. of Buchanan 
& Co., has been appointed chairman of the Atlas Publishing Committee 


ADMAN FLIER 


Gene P. Robers snapped with the missus 
at a Civil Air Patrol dinner dance in 
Cleveland. Mr. Robers, advertising man- 
ager of the Weatherhead Co., is a lieu- 

tenant in the CAP. 


CELEBRATE 19TH BIRTHDAY 


A silver tray engraved with the signatures of more than 40 executives and depart- 
ment heads was presented to Phil Lennen at a surprise dinner marking the 19th 
anniversary of Lennen & Mitchell, New York agency of which he is president. 
Pictured at the party are, standing: Tom Erwin, Reg Townsend, Ray Vir Den, Jim 
Egan and Thayer Ridgway. Seated are: Robert Orr, Mr. Lennen and Arthur Lynn. 


of the Greek War Relief Association, which is publishing the “Atlas of 
World War II,” to be sold for a dollar, with net proceeds going to help 
the starving Greeks. . . 

“Wottlya offer for one portable Victrola in good playing condition? 
Expensive model. Would consider typewriter or .22 rifle. Herb Drake, 
rm 707.” Herb Drake is Macfadden prom. head, and the aforemen- 
tioned from “The Bandwagon,” Macfadden house organ. . . 

Burridge Butler, pres. of Prairie Farmer-WLS, is back in Chicago 
after a winter in Phoenix, where he supervised activities of the 
Arizona Network stations... Charles J. O'Malley, pres. of O'Malley 
Advertising & Selling Co., Boston, by providing $50,000 during his life- 
time for fellowships at Boston College, has had the satisfaction and 
thrill of seeing the 30 boys he helped educate make good in the world. 
Sixteen of his boys are now in the armed services. . . 


Soap Operas Miss | 
Their Mark, Blue 
Survey Shows 


New York, May 26.—Although 
79% of total network commercial 
daytime hours are devoted to “soap 
operas,” only 50% of the total lis- 
tening time is spent on this type 
of program, according to the results 
of a survey released here last week 
by the Blue Network. 

The study, which stemmed from 
questions posed by advertisers who 
realized the value of reaching the 
daytime audience when the time 
cost is lower but found it difficult 
to compete with established daytime 
serials, showed that only 53% of 
housewives listen to these serials 
and that 36% of all housewives and 
28% of those who listen to these 
broadcasts, claim there are _ too 
many of them on the air. 

About 20% say there are too few 
serious music programs; 12% feel 
there are too few popular music 
programs, while 10% say there are 
too many of the latter. Of the radio 
families, 81% listen to news, 53% 
to serials, 49% to popular music and 
32% to serious music, revealing that 
while daytime serials reach a sub- 
stantial audience, there is an almost 
equally large audience available for 
other types of programming. 

According to the survey, wartime 


May 31, 1943 


—— 


— 


activities have had a definite effect 
upon daytime radio habits; 26, of 
the housewives revealed that the, 
are listening more to their radios 
during the day. About 19% of the 
women leave their sets tuned to ong 
station and 51% listen only to cor. 
tain programs. 

Field work for the survey wa. 
conducted by Foote, Cone & Belding 
New York. 


Penny Heads New 
Houston NIAA Chapter 


The Industrial Advertisers Aggo_ 
ciation of Houston has been organ. 
ized, making the 27th chapter of th, 
National Industrial Advertise; 
Association, and the first to bp. 
organized in the Southwest. q 

A. B. Penny, Humble Oi] Com. 
pany, is president of the chapte; 
Directors are: Earl Brennon, Bren. 
non- Brown Advertising Agency 
Kenneth Fellows, Houston Naturaj 
Gas Company; Dick Yancy, Gray 
Tool Company, George Forristalj 
Brochstein’s, Inc.; and Robert J 
Koch, Morse Chain Company. 


——_ 


EMPLOYEE 
IDENTIFICATION BADGES 
TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. ST. LOUIS, Mo 


Caliph of Baghdad-on-the-Sub- 
ways ... let’s go underground 
and see how true it is that when 
you post the Subway stations you 
post ALL New York... 


Maybe it hadn’t occurred to 
you that paper rationing, gas 
rationing, dim-outs— practical- 
ly all the things that happen to 
advertising nowadays— make 
New York Subway posters more 
than ever the way of posting 
New York... 


Here’s how it works ... 


We don’t need a map to prove 
to you that the 505 New York 
Subway stations penetrate prac- 
tically every neighborhood where 
New Yorkers live or work... 
the proof that they must do that 
is in the research which showed 
that nine out of ten New York 
adults, even before gas rationing, 
used the subways in a typical 
month. 

Now, circulation is up to 165,- 
000,000 a month... 

The cost of reaching all this 
mammoth circulation—of post- 
ing ALL the city in color—is 
only 1.8¢ per thousand ciren- 
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“Sure, they ALL go down there” 


Copyright, 1943, New York Subways Advertising Co., Inc., 630 Fifth Avenue, New York City. { 
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ers the lowest in cost of any 
eye or ear medium serving 
New York. 

All in all, you might say that 
subway posters are posters plus 
—they go further and do more 
than you'd perhaps ever ex- 
pected from posters ... For a 
clincher, listen to what they 
give besides overall coverage at 
lowest cost! 


Daily double repetition — the 
average rider takes 26 subway 
trips a month and is exposed to J 
platform posters twice each trip. 

Long ex posure — average 
waiting time for trains is 90 sec- 
onds—long enough for a de- 
tailed “‘public service” type of 
message to be read. 

Point-of-sale influence — 
stores are concentrated near sub- 
way stations. 

Let’s hear from you—we've | 
got ALL New York posted . . . 
we'd like to keep you posted —on 
advertising’s biggest buy. 
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Straw Hat Copy 
|mpatiently Waits 
on Good Weather 


(Continued from Page 1) 


displays featuring its Fiesta - Style 
straws at ceiling prices of $1.69, 
$2.55 and $3.45. Glicksman Adver- 
tising Company handles the account. 

Frank H. Lee Company, Danbury, 
Conn., in the interests of its deal- 
ers throughout the country, will 
promote its line of Lee hats in a 
nationwide Father’s Day promotion 
in connection with the New York 
Sun. In this case the certificate 
business will be played up on the 
promise that a hat — particularly a 
Lee straw or lightweight felt — is 
the most practical and acceptable of 
all gifts for the home-front father. 

The New York Sun campaign is 
confined to one newspaper in a city, 
with proofs and mats of two full- 
page advertisements furnished to 
each paper. Frank H. Lee Company 
advertisements will appear in about 
20 newspapers, with the full-page 
insertions of a participation nature. 
Bermingham, Castleman & Pierce 
handles the account. 

Mallory Hat Company, Danbury, 
Conn., will conduct its usual sum- 
mer activity for straw hat promo- 
tion, furnishing dealers with posters 
and other sales helps. Tracy-Locke- 
Dawson is the agency. 


Continues “Loose Talk” Theme 


John B. Stetson Company, Phila- | 
delphia, will tie in a couple of in-| 
sertions in its current campaign ap- 
pearing in Life to feature its line of 
straws. The campaign, launched 
several months ago (AA, Feb. 8) 
through Kenyon & Eckhardt, backs | 
the Office of War Information’s 
drive against loose talk, and carries 
the theme “Loose talk can cost lives, 
keep this under your Stetson.” 

The Hat Style Council, represent- 
ing about 90% of the hat manufac- 
turers and suppliers to manufactur- 
ers of men’s hats, has taken a radi- 
cally different approach this year in 
its straw hat promotion. With no 
budget to buy paid space, advertis- 
ing directors of about 300 news- | 
papers throughout the country were | 
sent photostatic copies of half-page | 
advertisements, with the suggestion 
that local hat stores be contacted | 
and offered free mats, layouts, etc., 
by writing to the Hat Style Council. 

About 62 newspapers have thus 
far requested material after receiv- 
ing the photostats, and they have 
been supplied with mats or glossy 
prints, as they desired. The general 
copy theme is “War work calls for 


cool heads in 1943.” Campbell- 
Ewald Company is the council's 
agency. 


Dealers in defense plant areas are | 
sure to do a record volume of busi- | 
ness in higher-priced straws, with | 


Automotive Parts Plant 
Seeks Sales Executive 


One of the oldest and best-known 


manufacturers of automotive parts 
and equipment (not located in this 
city) is seeking a sales manager || 
who is a graduate of an engineer- 
ing school and has contacts with 
executives in automotive plants. 
His character, personality and qual- || 
ifications must measure up to the 


five-figure salary which the position 


pays. While the company now is 
engaged nearly 100 per cent in |) 
large war contracts, the man in 
question will become an important 
figure in its post-war program. Pre- 
ferably his age should be from 35 
to 40 years. In outlining your qual- 
ifications, submit photograph if 
possible, and names of several top 
executives in companies whose 
opinion about you would help us 
in forming our judgment. Replies 
will be held in strict confidence. 


Address Box 4125, ADVERTISING 
| 


AGE, Chicago. 


defense workers definitely inclined 
to purchase better grade hats, is the 
opinion of the industry. 


Scull to Resume 


Coffee Advertising 


William S. Scull Company, Cam- 
den, N. J., has resumed advertising 
for its Bosoul coffee via newspaper 
and radio. Advertising activity for 
this product had been suspended 
with the advent of coffee rationing 
and problems of supply. 

The campaign, effective May 31, 
will use high-frequency, small 
space insertions in a list of about 45 
newspapers within the Scull sales 
territory. Radio is also being used 
in Youngstown, Dayton and Phila- 
delphia. Compton Advertising, New 


York, is the agency. 


Private Lines 


OPA has a tabloid for newspapers | 


in the works, which will provide an 
advertising supplement for the price 
schedules and products in each area. 
Newspaper publishers and OWI 
officials viewed it last week. Some 
liked it; others are too worried 
about paper. 
* ak 

Bugles for the Army are now be- 
ing molded of Tenite plastic, de- 
signed in conventional olive drab. 
Nearly two pounds of brass are 
saved by each bugle made, conserv- 
ing this critical metal for other war 
purposes. The new instrument 
weighs only 10 ounces, requires no 
polishing, no warming up with 


snags, but Blue officials are still op- 
timistic over the possibility of get- 
ting one or more recorded night 
programs on the air during the day 
before the year is out. 

practice notes, and is said to be 


superior in tone quality to the brass | Pearson Takes Over 


Army issue bugle. 
Seca as All Foreman Accounts 
No action on the Bankhead bill. John E. Pearson Company, na- 
But publishers are still interested|tional radio sales representative, 


in it, and telegrams are piling in to 
government agencies and to con- 
gressmen. But the bill faces power- 
ful opposition, and has a rocky road 
ahead, provided it ever reaches the 
Senate floor. 


has taken over the selling and serv- 
icing of spot radio time for all sta- 
tions heretofore represented by the 
Foreman Company. 

Edwin G. Foreman Jr., of the 
Foreman Company, has become af- 
filiated with the John E. Pearson 
Company, while Lillian Selb, man- 
ager of Foreman’s New York office, 
and Hines Hatchett, manager of 
Pearson’s New York office, will com- 
bine efforts in the eastern territory. 


* a 1 


The Blue Network’s unusual plan 
to present recorded repeats of top- 
flight evening programs during the 
daytime, which was unveiled some 
months ago, has run into some 


PEACE TIME STANDARDS 
DON A UNIFORM .... 


—but they’re still the same old standards 


Copper, zinc and chemicals figured pretty prominently in the recent operations that put a 


lot of German and Italian beef behind barbed wire in Africa—and their job won't be fin- 


ished until Schickelgruber, Mussolini and Tojo holler, “Uncle, please!” . . . Nevertheless, our 


national publications and thousands of printed things continue to sparkle with wonderful 


illustrations in full color. ... How come? ... The engraving industry is in the war! It knows 


that advertising and the printed word are vital forces for sustaining morale, for maintain- 


ing faith in the ideals we are fighting for at the fronts and at home, and for keeping alive 


our essential economic functions. . . . New methods conserve crucial metals and the time and 


the man-power needed to fashion them into fine engravings. Intensified administration and 


supervision give strict control of processes and of cost, and while peace time standards of 


craftsmanship and of service have donned a uniform, they are still the same rigid standards. 


... Definitely these are the reasons why all the old and many new Rogers customers 


declare there is no change in the uniform high quality of their original plates; no slowing 


down of the tempo of performance and of service and no deviation from the established 


practice of finding the true relation of customer's requirements to value and to cost. 


ROGE 


2001 CALUMET AVENUE - 


RS 


ENGRAVING COMPANY 


Adolph F. Buechele, President 
MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


Phone CAL 4137 > 


CHICAGO, ILLINOIS 
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Credit Company 
Turns Tables with 
‘Sell Now’ Plan 


(Continued from Page 1) 
trade-in allowance. Funds received 
from dealers will be stored in a 
special escrow account, and the re- 
ceipt is redeemable by the owner as 
part payment when new cars are 
again available for delivery. The 
amount of the cash value can be re- 
covered from the corporation on 
demand and the dealer would then 
be refunded the difference between 
the cash and trade-in values. 

“According to this plan,” said Mr. 
Dietz, “we make no charge for our 
services. And by helping dealers 
establish a backlog of new car 
orders, as well as making used cars 
available for them to sell in today’s 
market, we hope our plan will pro- 
vide some compensation for auto- 
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Following hard on the heels of dollars-and-cents ceiling price announcements on drugs and toiletries, Macy's, Bloomingdale's and Abraham & Straus, New York department 
stores, ran almost identical newspaper advertisements, each promoting its own line of drugs and cosmetics, in New York dailies last week. Macy's listed 127 “own label’ 
preparations; the Bloomingdale copy included a mere 68; and Abraham & Straus listed 90. 


mobile dealers whose spirit and 
resourcefulness not only have kept 
their doors open, but have enabled 
them to play a vital part in con- 
serving our nation’s transportation 
facilities. If delivery of a new car 
is taken, the corporation will pay 
the full amount of the trade-in 
value to the dealer, who applies this 
amount to ind Garchass price of the 
new car.” 

Besides acquiring a_ preferred 
position with his dealer in obtaining 
a new car when delivery restrictions 
are lifted and the nation’s pent-up 
buying power is released, the car 
owner will benefit by saving the 
cost of insurance, storage and main- 
tenance on a seldom-used automo- 
bile, Mr. Dietz further pointed out. 


Other Benefits 


In addition to these factors, he 
receives a higher postwar trade 
allowance than immediate cash 
allowance for his old car; the full 
amount of trade-in value is safe- 
guarded by the cash resources of 
the finance company; and he can 
cash in his receipt for the cash 
value of his old car at any time. 

The dealer gains because he can 


|close more deals with customers 
who want a guaranteed allowance 
for their cars; he obtains used cars 
for sale in today’s market, stepping 
up his current sales activity; he sets 
up a backlog of new car sales for 
| future delivery; and he diverts idle 
cars from non-essential drivers to 
those engaged in vital war work. 

| While CIT does not directly profit 
|by financing the plan, which is 
| basically designed to help keep its 
| dealers’ heads above water during 
| the present emergency, the company 
| anticipated that dealers who have 
|}not previously done business with 
the corporation will fall in line with 
the inducements held out to pros- 
pective customers and avail them- 
selves of financing arrangements. 

| Doremus & Co. New York, 
handles the account and is currently 
preparing a booklet which outlines 
details of the plan and will be dis- 
tributed to GIT dealers. Advertise- 
ments are scheduled to appear in 
automotive business papers and in 
the National Automobile Dealers 
Association Bulletin out June 10. 
No consumer advertising is planned 
at present, but it is possible that a 
limited amount of such promotion 


‘/may be used if the plan creates as 
| much interest as is anticipated. For 


the present, CIT expects dealers to 
carry the load of explaining opera- 
tion of the plan to car owners. 


OLD APPLIANCES 


| FIXED FOR RESALE 


Philadelphia, May 26.—A plan to 
reclaim old electrical appliances 
now lying idle in attics, cellars, 
garages, cupboards and _  seldom- 
opened drawers has been put into 
operation by the Proctor Electric 
Company, division of Proctor & 
Schwartz, to help replace appliances 


jthat factories can no longer make 


and which homemakers sorely need. 

In a brochure which outlines the 
restoration scheme, Proctor points 
out that within the last 15 years a 
giant total of 179,054,292 small 
appliances has been made and sold, 
including such items as_ irons, 
vacuum cleaners, clocks, fans, heat- 
ing pads, mixers, percolators, roast- 
ers, sandwich toasters and waffle 
irons. By salvaging old equipment 
of this type it will be possible to 
replace appliances now beyond re- 
pair, supply new family units, and 
release human labor needed else- 
where. 

The program, which has been 
presented by Proctor as “its contri- 
bution to America’s war effort and 
a suggestion to the electrical indus- 
try,” provides for the purchase with 
war stamps of out-of-service appli- 
ances and restoring them to usable 
condition for resale. Sound adver- 
tising plays a vital role in the suc- 
cessful operation of the plan. Vari- 
ous copy appeals have been stressed 
in the booklet, including: patriotism, 
war stamps, desire to help others, 
personal contribution toward win- 
ning the war, self-interest and sav- 
ing for the future. 


Others Adopt Plan 


Duquesne Light Company, Pitts- 
burgh, has initiated a long-range 
program geared to the Proctor plan 
and reinforced by large-space ad- 
vertisements in all of the Pittsburgh 
area newspapers in addition to radio 
and outdoor advertising. More than 
90% of Duquesne’s dealers have 


signed up for the promotion. The 
Edison Electric Institute has adopted 
the plan as a national activity and 
the Council of Electric Operating 
Utilities is also behind it on a na- 
tion-wide basis. At least a dozen! 
other large utility companies are! 
preparing similar programs. 

To assist in the job of organizing 
an appliance restoration plan activ- 
ity in various businesses, Proctor 
has prepared an action check list. | 
The initial steps suggested are: 

1. Set a starting date for the 
activity, preferably lasting over a) 
period of six weeks. 

2. Decide method of handling | 
repair parts, pricing, compensation | 
for old appliances as they are 
turned in, as well as the extent of 
cooperation with dealers, depart- | 
ment stores and other retailers of 
electrical appliances in the particu- 
lar territory. 

3. Plan specific details with ad- 
vertising, home service and com-| 
mercial departments. 

4. Contact distributors’ and man- 
ufacturers’ representatives. 

5. Prepare advertising and Pro- | 
motional materials. One of the} 
strongest appeals in the advertising | 
should be the need of others for| 
these appliances, which presents an | 
opportunity to show how vital these | 
appliances are. The same insertions 
that ask customers to turn in old| 
electric cords can be used to resell 
restored appliances by putting a¥)| 
large box in each advertisement 


offering them for sale. Whenever 
possible dealers’ names should be 
listed in the advertising. 


Israels Joins USMS 


Josef Israels II, president of Pub- 
licity Associates, New York, has 
taken an indefinite leave of absence 
to join the U. S. Maritime Service 
as a radio Officer. William R. 
Harshe, in charge of the Chicago 
affiliate of the company, will spend 
part of his time in New York, where 
Amy Vanderbilt, vice-president and 
treasurer, continues in charge. 


Joins West-Marquis 

Calvin D. Wood, formerly south- 
ern California manager of Miller 
Freeman Publications, San Fran- 
cisco, and Buchanan & Co.,, has 
joined West-Marquis, Inc., Los An- 
geles. 


Columbus Agency Moves 


Kight Advertising Company, Co- 
lumbus, O., agency, has moved to 
118 N. Third St. 
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Since January, 1938, WAPI has been the national spot business 
leader in Birmingham. In foods. In drugs. In fact—in total spot 


quarter-hours WAPI has, every 


spot time as the other two local stations combined. 


During April, 1943 (the 64th consecutive month) Birmingham 


national spot quarter-hours were distributed like this: 
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Station € = BPR 


Ask Radio Sales why WAPI is this unfailing first 
choice of experienced advertisers. 


WAPI-BIRMINGHAN 


Represented by Radio Sales, the 
SPOT Broadcasting Division of CBS 
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Maxon May Move 
to New OPA Post, 
Capital Rumor 


(Continued from Page 1) 


tell waiting reporters only that no 
rsonnel decisions would be made 
until after June 1. 

Otherwise, Mr. Brown com- 
mented on the stormy Congressional 
hosiery hearings (reported else- 
where in this issue). He said he 
wasn’t “sure” of MPR 339, and re- 
garded it as an experiment. 

The price administrator, who ear- 
lier expressed the hope that OPA 
could avoid the glare of front-page 
publicity for a while, wearily indi- 
cated that the price rollbacks would 
not begin on June 1. The OPA has 
run into tremendous mechanical 
jifficulties, he said, and he seemed 
rather unsure of the possibilities of 
getting the 400 million dollars re- 
quired to roll the prices back to 


Advertising 
a @ MAN Ss « 


The man we want is probably in 
his thirties, and draft exempt. He 
must have the experience, temper- 
ament and personality to qualify 
him for advertising responsibility 
in a large company. This means 
ability and judgment in creation, 
research, administration and hu- 
man relations. Food or drug ex- 
perience will help. Our business 
is, of course, national, with offices 
in Chicago. Please write in full 
stating your salary bracket as 
well as your draft status. 
Address Box 41/30, 


ADVERTISING AGE, Chicago 


Sept. 15, 1942, levels. Presumably, 
Reconstruction Finance Corporation 
funds are to be used. 

It seemed evident, however, that 
OPA’s precarious position is becom- 
ing increasingly unsure; that inter- 
organization strife—far from being 
lessened as Mr. Brown has claimed 
—is becoming more and more injur- 
ious; and that the market basket 
program, first of the really specific 
programs of price stabilization, may 
have many stumbling blocks in its 
path. 

Another chapter in the continuing 
troubles of the Office of Price Ad- 
ministration was unrolled earlier 
this week as the resignation of six 
officials was announced. Most prom- 
inent were Charles H. Fleischer, 
price executive of the distribution 
branch and former Great Atlantic & 
Pacific Tea Company executive, and 
Edward F. Phelps of the same sec- 
tion. These two officials, OPA said, 
resigned because of “policy differ- 
ences under the President’s hold the 
line orded.”’ 

Their resignations climaxed an 
action of the continuous battle 
within OPA, and drew from Pren- 
tiss Brown the astringent comment 
that “the articles and rumors to the 
effect that there is to be a great 


change in personnel and authority |: 


are unfounded in fact. Some who 
have left have, I fear, engendered 
these rumors.” 

And, said Mr. Brown, “OPA is on 
the job and will continue on the 
job. We would like to get off the 
front pages for a time, but that is 
impossible where we so intimately 
affect the lives of everyone.” 


Four Others Resign 


Besides the two men mentioned 
above, the following four men re- 
signed from OPA for personal rea- 
sons: Atherton Bean, head of the 
flour section, to accept a Navy com- 
mission; John K. Westberg, price 
executive of the cereals, grains and 
agricultural chemicals branch, to 
return to private industry; George 
Montgomery, head of the feed sec- 
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; equipment for the war effort The 
Office of Defense Transporta- 
tion has issued orders that THE 
NORTHERN ARROW nt Operate 
this summer. 


Regular all-year train service 
to Northern Michigan will be 
available as usual 
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in the copy at the right that special 
Regular service continues. 


tion, to return to his post at Kansas 
State College; and Max Cohn, senior 
business specialist in the feed sec- 
tion, who is returning to his feed 
business in Buffalo, N. Y. 

Despite Mr. Brown’s claim that 
OPA was subject to no “mass resig- 
nations,” persistent reports said that 
at least another half-dozen OPA 
officials would be resigning shortly, 
headed by Austin C. Hoffman, as- 
sistant to J. Kenneth Galbraith, 
deputy administrator. 

The resignations were the out- 
ward evidence of the internal dis- 
sidence which has marked OPA’s 
history. Faced with the responsi- 
bility and unpleasant job of policing 
prices against natural economic 
trends, OPA has repeatedly found 
itself shoved against a solid wall of 
business opposition. Leaving out 
the publicized charges that OPA’s 
personnel is too largely composed 
of impractical theorists, OPA has 
been compelled to adapt itself to a 
strange half-business, half-govern- 
ment role. It has been the meeting 
place and battle ground of such 
divergent groups as trade associa- 
tions and organized consumer units. 
It has sought to enforce the will of 
government with the advice of in- 
dustry upon industry, and the re- 
sults up to date have not been too 
smooth. 


Meets Resistance 


Now OPA has sought to roll back 
prices, and in the process has run 
into a strong tide of resistance. 
Milk producers are demanding that 
milk controls be removed from OPA 
and shifted to Chester Davis’ War 
Food Administration. Wholesalers 
are protesting that the rollbacks 
and the subsidies are not enough 
to prevent their being squeezed out 
of business. 

In Congress there are half a dozen 
movements pending which bear di- 
rectly on the problem of OPA. The 
most significant of these is the in- 
vestigation of the sub-committee on 
interstate commerce, investigating 
OPA’s grade labeling procedure. 
The revelations of this committee, 
which seem destined to provide 
headlines while it is in session, may 
'do much to hasten the inevitable 
| collapse of the Office of Price Ad- 
|ministration. (Details of the com- 
mittee’s hearings are found on 
another page of this issue.) Simi- 
larly, the Maloney bill for the crea- 
|tion of a separate office of civilian 
|}economy will short-circuit OPA and 
strip it of many of its powers. 

Finally, the operation of OPA has 
been under steady fire from the 
|business men who present their 
problems to the Senate small busi- 
ness committee. Their version of 
OPA’s operations, and the irrita- 
'tions of complying with seemingly 
nonsensical regulations, have made 
strong impressions on the minds of 
| the legislators who have listened to 
them. 


‘Flanagan in New Post 

Richard Flanagan, formerly with 
Sayre M. Ramsdell Associates, Phil- 
adelphia, has been appointed pro- 
motion manager of Cosmopolitan, 
|New York, succeeding Charles Yea- 
| ger, who recently resigned to accept 
la government post. Mr. Flanagan 
|was previously sales promotion 
|manager of the Fair Store in Chi- 
| cago. 


Seeks ‘Tobacco 
Money’ with New 
Phillies Cigar 


Philadelphia, May 27.—Following 
two and one-half years testing of al 
new, larger cigar—the Phillies De| 
Luxe—Bayuk Cigars, Inc., this week | 
released its second campaign with| 
700-line newspaper advertisements | 
in Washington, D. C., Baltimore, | 
Boston, Albany, Buffalo, New York | 
City, Rochester, Syracuse, Philadel- | 
phia, Erie and Pittsburgh. 

Cut-in announcements in the Cal 
Tinney broadcast also stress the 


What's your idea of DeLece’i 


De Le 7” 


PHILLIES 


} 
EXTRA SIZE «a, Aa 
larger cigar now offered by Bayuk | 
in a frank effort to obtain a bigger | 
share of the public’s increased “‘to- | 
bacco money.” 

According to Neal Ivey, president 
of Bayuk’s agency, Ivey & Ellington, | 
Inc., Phillies De Luxe is already | 
among the three largest selling 
cigars in its price classification. | 
Distribution is already 75% accom- 
plished in the cities named, and 
would be more widespread, Mr. 
Ivey explained, except for the fact 
that Bayuk is unable to convert 
more of its machines to production 
of the larger size cigar. Production | 
of the De Luxe size is limited to 
20% of Bayuk’s output. 

The current campaign will con-| 
sist of 1,000-line and 700-line news- 
paper copy. The regular size 6c 
Phillies will not be featured in the 
copy as the supply is oversold and 
many dealers have instituted a vol- 
untary rationing system, limiting 
consumer purchasers to one or two 
units. 


Byrnes Heads New 
‘War Mobilization Office 


President Roosevelt last week 


created the Office of War Mobiliza- 
tion with Justice James F. Byrnes 
as director. The new Office will 
|have over-all control of military 
|production and civilian economy. 
|On the committee of directors will 
| be Secretaries of War and Navy 
| Stimson and Knox, Donald M. Nel- 
|son, War Production Board chair- 
|man, and Mr. Byrnes’ successor as 
leconomic stabilization director, 
| Judge Fred Vinson, of the U. S. Cir- 
cuit Court of Appeals in Kentucky. | 


Arden Appoints Behrens 


Albert M. Behrens, for the past 
two and a half years associated with 
the advertising department of Eliza- 
beth Arden, New York cosmetic 
house, has been named advertising 
manager. He replaces Ruth Hopper 
Larsion, who recently resigned. 


Metal Fabricators Form 
Pressed Metal Institute 


For the purpose of promoting in- 
creased use of metal stampings and 
informing the public and govern- 
ment of its contribution to the war 
effort, sheet and strip metal fabri- 
cators have formed a new organiza- 
tion under the name of Pressed 
Metal Institute, with headquarters 
at 19 W. 44th St., New York. 

Advertising plans are being for- 
mulated, with no agency as yet 
selected. The institute will establish 
a research and _ statistical staff. 
George E. Whitlock, Mullins Mfg. 
Corporation, Warren, O., is presi- 
dent, and H. L. Moody of Stevens, 
Jordan & Harrison, New York, is 
secretary-treasurer and managing 
director. 


Blue Adds WMRN 


Station WMRN, Marion, O., will 
become affiliated with the Blue Net- 
work June 1, making a total of 154 
Blue affiliates. WMRN will be a 
bonus station, available at no cost 
to advertisers who purchase WCOL, 
Columbus. 
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Blanketing 11 Eastern 
Seaboard States 
227,000 Square Miles 
Over 12,000,000 people 
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New $350,000 Transmitter Plant 


BUFFALO 
BROADCASTING CORPORATION 
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More Freedom for — 


Stations Under 


FCC Rules: Fly 


Washington, D. C., May 26.— 
Chairman James L. Fly of the Fed- 
eral Communications Commission 
this week blasted at segments of 
the broadcasting industry which 
have viewed the advent of FCC’s 
network broadcasting rules with 
something less than boundless en- 
thusiasm. “All this hullabaloo,” 
Mr. Fly declared, “is the effort of 
the big dominant interests to avoid 
legitimate regulation.” 

The protests raised by some parts 
of the industry—including, by in- 
ference, the National Association of 
Broadcasters, which has been loud 
in its appeal for new legislation to 
rectify the wrong upheld by the 
Supreme Court decisions — were 
characterized by Mr. Fly as “a lot 
of hooey.” So, he said, is talk about 
government control or ownership. 

In an unusually outspoken mo- 
ment, since Mr. Fly’s press confer- 
ences are more likely to be remark- 
able for their reticence than for the 


OU know that detours are 
always irritating, generally 
costly — and sometimes the 


cause of serious loss .. . Why 
suffer these handicaps in 
your printing or other produc- 
tion needs? Why have your 
printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork? . 

When you put selling vehicles 
on the straight, smooth, fast pro- 
duction route—Faithorn 3-in-1— 
you avoid all detours. Your jobs 
bowl merrily along; arrive on 
schedule — clean and hand- 
some, fit to carry your sales mes- 
sage with honor. . . You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 
productive work we are doing. 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
many advantages. 


. 


_ 
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/ 


fi 


FINEST ENGRAVING 
¥# FINEST TYPOGRAPHY 
FINEST PRINTING 


inTinc 


You can use one orall,justas you wish, 
but all are here, ready to serve you... 
Speed,economy, satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


stories which issue from them, the 
FCC chieftain declared that the sta- 
tions are better off under the deci- 
sion than they ever have been 
before. “The stations have a 
greater degree of freedom, and a 
greater degree of protection,” he 
said. He insisted that the outlets 
have nothing to “be afraid of,” and 
said that the network rules would 
give station owners and Operators 
more latitude in looking after their 
own interests. 


“Nothing to Fear” 


In many ways, the FCC chair- 
man’s statements can be interpreted 
as being conciliatory, and followed 
the line of his recent speech at the 
NAB convention in Chicago, when 
he made it rather plain that the 
industry has nothing to fear from 
FCC. 

“I cannot think,” the chairman 
continued, “that such an argument 
(referring to the protests raised in 
some quarters) can be put out by 
people who are aware of the situa- 
tion.” But the protests which have 
been raised came in for some stiff 
castigation from the FCC chairman. 
Of these protests, he said: 

“There has been a tendency on 
the part of those who are used to 
spreading poison and crying havoc 
to create a whale of a big scare, 
but the whole hullabaloo about the 
rules and the Supreme Court’s up- 
holding the rules is just part of the 
effort of the big dominant interests 
to escape legitimate regulation.”’ 

Mr. Fly revealed that the FCC 
will soon investigate the charges of 
Rep. Anderson of New Mexico 
against William E. Dodd Jr., one of 
the foreign broadcast analysts who 
has been under heavy Congressional 
fire. Mr. Dodd, along with Fred- 
eric L. Schuman and Goodwin 
Watson, was named by the Dies 
committee as being connected with 
subversive organizations and there- 
fore unfit for federal employment. 
In a subsequent review of Dies’ 
charges, the House Kerr committee 
exonerated Mr. Schuman, but found 
Dodd and Watson guilty of subver- 
sive connections. 


jalthough the 


The FCC voted by a one-vote 
margin to retain Dodd and Watson, 
House has_ subse- 
|quently passed a bill upon which 
| was appended a rider declaring that 
/neither Watson, Dodd or Robert M. 
Lovett, Department of the Interior 
employe, might be employed by the 
government. 


Will Check Reports 
| 


In the interim, Mr. Schuman— | 
|having been exonerated—resigned | 
from the FCC and will return to} 
his Williams College professor’s | 
chair on June 12. But Rep. Ander- | 
son centered his fire on Mr. Dodd’s | 
work, charging discrepancies be-| 
tween reports issued to the FCC) 
and other reports circulated through | 
the government. It is these reports | 
which the FCC will investigate. 

Questions had been raised, mean- 
while, regarding the constitutional 
authority of Congress to lop off the| 
|salaries of employes of executive | 
agencies. The argument so far has| 
been expounded by Secretary of the | 
|Interior Harold L. Ickes, who last 
| week flatly declared that such 
|authority was vested solely in the 
executive branch of the govern- 
ment. Mr. Fly said this week he 
|thought that a “serious question” 
existed regarding the constitutional 
validity of the House action, and 
indicated that a legal test of Con- 
gressional authority might clear the 
air. 


Jackson Named Head 
of Stecher-Traung 


Leslie H. Jackson, executive vice- 
president of Stecher-Traung Litho- 
graph Corporation, Rochester, N. Y., 
has been elected president, succeed- 
ing Louis Traung, who has become 
chairman of the board. 

Mr. Jackson was secretary of 
Traung Label & Lithograph Cor- 
poration, San Francisco, for several 
years, and was vice-president of 
the concern when it was merged 
with Stecher Lithographic Company 
in 1933. In that year he moved to 
Rochester, becoming vice-president 
in charge of the Rochester plant of 
the new organization. 


loins Sayre Ramsdell 


Charlotte H. von Wiegand, assist- 
ant advertising manager of Blau- 
ner’s, Philadelphia. has resigned to 
join Sayre M. Ramsdell Associates, 
Philadelphia. Mrs. von Wiegand 
was formerly associated with King 
Features Syndicate and the Meyer 
Both Company. 


‘Decent’ Postwar 
Profits Necessary, 


Says James Carey | 


New York, May 27.—Opportunity 
for the business man to make profits 
and for each individual to use his 
abilities to the utmost to make a 
decent living are essential to a 
democratic solution of postwar 
problems, James B. Carey, secre- 
tary-treasurer, Congress of Indus- 
trial Organizations, told the annual 
meeting of the National Industrial 
Conference Board here yesterday. 

The major burden of the fight 
against inflation is today being car- 
ried by organized labor, Mr. Carey 
asserted, and at times the members 
of the labor policy committees of 
the Office of Price Administration 
feel that they are carrying on the 
fight alone, with business on the 
other side of the fence. It has been 
labor, he asserted, that has de- 
manded specific, uniform price ceil- 
ings for all retailers in the same 
category. 

Labor and management groups 
currently represented on various 
advisory committees of government 
agencies should be given more defi- 
nite responsibilities in preparing for 
the postwar transition period, Mr. 
Carey declared. Such greater par- 
ticipation would assure the country 
that persons who will later deal 
with postwar problems are ade- 
quately represented in formulation 
of procedures and policies, he 
pointed out. 

Failure to attain peacetime pro- 
duction and employment levels 
which three years ago would have 
seemed fantastic “would put our 
free society in greatest jeopardy,” 
Paul G. Hoffman, president of 
Studebaker Corporation and chair- 
man of the Committee for Economic 
Development, told the group. Too 
much employment for too long is a 
direct invitation to dictatorship, he 
said. 


1,500 McGraw-Hill 
Employes Feted 
by Company Head 


New York, May 28.—The impor- 
tance of technical and _ scientific 
publications in the production and 
use of war equipment was stressed 
here last night at a dinner tendered 
more than 1,500 employes of the 
McGraw-Hill Publishing Company 
and its subsidiaries by James H. 
McGraw Jr., chairman of the board 
and president of the organization. 

Technical specialists of McGraw- 
Hill, whether in active military 


May 31, 1943 
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cash with order. All other 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 


rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


ee 


__ POSITIONS WANTED 


WAR INDUSTRY 
Father and Son Combination 


Combined experience covers 50 years 
in industrial production, liaison, man- 
agement and supervision. Substantial 
backgrounds in industrial relations, 
public relations, personnel, industrial 
health and safety. Railroad supplies, 
heavy and light industrial manufac- 
turing and aviation. Draft exempt. 
Available June 15, . 

Box 4133, ADVERTISING AGE, Chgo. 


TOP NOTCH AD MAN AVAILABLE 
Capable, energetic executive to assist 
Adv. Mer. or as agency production 
man 6 yrs. experience; studio, layout, 
art director and production mer. trade 
paper publication. Draft status 4F. 
Box 4131, ADVERTISING AGE, Chgo. 
Do You want More Western Business? 
Is your Chicago office producing as it 
should, or do you need a top-flight ad- 
vertising executive to take charge 
and develop your volume fully? My 
background includes sales of all clas- 
sifications among Middle Western and 
Pacific Coast agencies and advertis- 
ers. I can help any magazine, news- 
paper or radio station which has a 
story to tell. 

Box 4132, ADVERTISING AGE, Chgo. 


FREE-LANCE EDITOR 

If you are planning a house organ, 
sales paper or trade paper and are 
stopped by the employee headache— 
turn it over to a publication expert 
who will completely handle the writ- 
ing, make-up and production on a 
free-lance basis. Phone RAN. 4997, 
Chgo. 


My copy doesn’t “sing” or “zip”... 
or go up and down like a yo-yo, but 
it sure has helped move a lot of class 
merchandise in the past eight years. 
tadio, films. trade paper, newspaper, 
direct mail, house organ. Also pro- 
duction, A to Z. 


Head of department — salary $5260. 
College grad. 3A and 31. (Two chil- 
dren.) If interested, run—don’'t walk 
—to your nearest steno and dictate a 
letter to... 

fox 4124, ADVERTISING AGE, Chgo. 


Woman, 34, own agency from 1935 to 
1943, specializing in promotion, lay- 
out, production, ete., general retail 
advertising, wishes position not par- 
ticularly in advertising field, but 
where creative writing of any kind is 
required. Especially interested’ in 
Pittsburgh. 

30x 4126, ADVERTISING AGE, Chgo. 
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_ POSITIONS WANTED ffo! 

Time Buyer or asst. to radio neet ye 

exec. young man, early twenties, ¢))' Ame 

4F, excell. app. exper. with leading This 

agcy. des. change New York or Cher Ken 
only. ‘ 

Box 4127, ADVERTISING AGE, Chg, ford 

_ REPRESENTATIVE AVAILARLE a 
- : a 4 

Advertising Rep. with many yea, iffe’ 

successful space selling experience iz aoe 

the Mid-West territory with head. with 

quarters in Chicago requests jp. ry 

quiries from trade paper publishers war 
desiring representation for this are, wa 

Box 4134, ADVERTISING AGE, Chg, Wri 


LOOK HERE MR. PUBLISHER!: 
Do you have a sales problem in N. y 
and along the Eastern seaboard” Ar 
you obtaining your rightful share of 
business in this lucrative territory? 


Here's a young, aggressive, sincer: 
and thorough space salesman, draf; 
exempt, whose background is solid}, 
packed with 15 years of diversifieg 
experience, selling space for news. 
papers, business papers. Now repre- 
senting one of the oldest business 
papers in America, and desirous of 
adding another. Would consider yoy 
paper exclusively providing you have 
substantial offer. Top sales records 
and highest caliber references. 

Box 4123, ADVERTISING AGE, N. y 


2a _ HELP WANTED — 


Intelligent, well-educated young 
woman to handle editorial work o; 
small publication in new, specialized 
field. Must be able to write articles 
and edit contributions. Prefer stenog- 
rapher. Good salary and opportunity 
Give full details in letter which wi 
be used to judge your journalist\ 
ability 


National Magazines to 
Salute Women Workers 


In support of the womanpower 
program of the Office of War In- 
formation and the War Manpower 
|Commission, the majority of na- 
tional magazines have agreed to par- 
ticipate in a “Women in Necessary 


service or serving through their 
company, are enlisted for the dura- 
tion in the dissemination and use of 
technical knowledge to train the 
fighting men and the workers on 
the industrial front who back up 


the soldiers, Mr. McGraw told the | 


gathering. 

Captain Leland P. Lovette, direc- 
tor of the office of public relations, 
Navy Department, revealed that the 
Navy has ordered more than a mil- 
lion and a quarter copies of a series 


|of books prepared by McGraw-Hill 


to give young fliers their pre-flight 
technical training. Over 80,000 
copies of “Naval Officer’s Guide,” 
also published by the company, 
have been distributed to the armed 


services in the past three months. | 


‘Consumption Index Now 
Completely Tabulated 


True Story’s 
sumption 
series of 12 ADVERTISING AGE articles 
by Everett Smith, research director 
of Macfadden Publications, has been 
completely tabulated and is now 
available by individual products as 
well as product classifications, to 
advertisers and advertising agencies. 
| The reports render a complete 
| picture of pre-rationing brand pref- 
| erences, brand loyalty, and quantity 
| consumption by income levels, based 
}on an 8 weeks study of over 1,000 
homes in 10 cities. Ten additional 
products and four more cities are 
|now included than when the report 
was first issued and captured the 
medal award by the 1942 Advertis- 
ing Awards Committee. 


“Continuous Con- 


Fullman in New Post 

William H. Fullman, formerly 
with the New York World-Telegram 
and Everywoman’s Magazine, has 
been appointed advertising director 
of The People’s Voice, New York 
Negro paper. 


Index,” — basis of the} 


Civilian Jobs” magazine cover pro- 
|motion. Magazines hitting the news- 
\stands on Labor Day will salute 
| women workers with a cover photo- 
graph, painting or drawing of a 
| woman or women doing jobs which 
are not yet fully appreciated as war 
work. The insignia of the woman- 
power program, showing a woman’s 
hand holding the torch of liberty, 
will be incorporated in the cover 
design. 

The Museum of Modern Art, New 
York, is offering eight citations for 
| the best covers used on the basis of: 
\1. Excellency of design; 2. Com- 
| munication of the message, and 3. 
| Suitability to the magazine’s audi- 
ence. 


Box 4128, ADVERTISING AGE, Chgo too! 
George Williams ne 
COMMERCIAL PERSONNEL ol 
Advertising & Publishing Positions pot 
200 8S, State St.—Chicago to | 
BUSINESS OPPORTUNITY f 
New York sales and distributing or- pic 
ganization with national coverag: yn 
all cities over 25,000; 16 men contact- wil 
ing department, drug and nation: fec 
and independent limited price variety . 
stores, will undertake complete sales tive 
promotion of any tested drug or cos- ter 
metic specialty. Commission arrange- 
ment. Can warehouse, if necessary sut 
Give complete details. ter 
Box 4129, ADVERTISING AGE, \. \ chi 
I HAVE A CLIENT WHO WANTS To sto 
BUY ESTABLISHED PROFITABLE ho 
INDUSTRIAL PERIODICAL. ONE 
HUNDRED . THOUSAND . DOLLAR 
PROPERTY MINIMUM. , 
FRED A. DIBBLE, 14 EAST 47 8ST 
MANHATTAN tra 
Ritter Company Appoints 


Ritter Company, manufacturer of 
dental supplies, Rochester, N. Y.. 
has appointed Ed Wolff & Associates 
of the same city to handle its ac- 
vertising. Lawrence Sterling is the 
account executive. 


Triangle Gets Account 

Triangle Advertising Agency, 
|Chicago, has been appointed \ 
handle the advertising of Majesti 
Radio & Television Corporation 
| Chicago. Business paper and direct 
|mail campaigns will start in mid- 
| summer. 


MAILING SERVIGE 


Multigraphing — Filling-in 


KH OND \/ATIS NICGHT 


| Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


| ess S. Dearborn St., Chicago Wab. 8655 
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Girls to Provide 
Baseball Diet 
for War Workers 


Chicago, May 26.— War workers 
of our prosperous, but grim mid- 
western cities will be able to obtain 
respite from their cares this sum- 
mer in watching the competitive 
oforts of members of the All- 
american Girls Soft Ball League. 
This organization will operate in 
Kenosha and Racine, Wis., Rock- 
ford, Ill., and South Bend, Ind. The 
league season opens Decoration Day 
nd will run through September, 
nfering a 100-game schedule, dotted 
with plenty of doubleheaders. 

The sponsors of this new type of 
war effort are none other than P. K. 
Wrigley and Branch Rickey, who 


took time out from consideration of 
the troubles of their respective Na- 
tional League clubs to survey the 
potentialities of baseball in relation 
to the war. 

As befits such distinguished aus- 
pices, the new league will operate 
na high plane. The girl players 
will abandon the mannish garb af- 
fected by contemporaries for attrac- 
tive uniforms with skirts. The lat- 
ter will be long enough to cover the 
subject, and short enough to be in- 
teresting. Each club will have a 
chaperone for the players, who will 
stop at approved homes, instead of 
hotels. 

Non-Profit Venture 


The players will be under con- 
tract to the league, who will assign 


= AND DAY 


50,000 WATTS NIG 


PAUL H. RAYMER CO., notionat Sales Representati 


them to teams and endeavor to 
maintain the competitive balance. 
Executive head of the league is Ken 
Sells, attorney, with headquarters 
here. Games will be played at 
hours which will permit all factory 
shifts to see a share, and admission 
prices will be held to a nominal 
sum. The league is a non-profit 
venture. 

On the advertising front, 10,000 
lines will be used in newspapers of 
each city, supported by spot an- 
nouncements on the radio. Counter 
cards and other promotion have 
already appeared to urge the public 
to patronize “South Bend’s Own 
Team.” Arthur Meyerhoff & Co., 
Chicago, is the agency. 


Phillies’ Thanks 
Go in Paid Space 


Philadelphia, May 25.—With 560- 
line newspaper advertisements 
throughout the Philadelphia area, 
President William J. Cox of the 
National League’s rejuvenated Phil- 
adelphia Phillies said “Thank You” 
to the home fans today for crowding 
Shibe Park to overflowing. 

Long in the league cellar, the 
Phillies were second in runs in the 
circuit early this week and first in 
attendance for the weekend period 
just passed. Cox is counting on the 
paid space—and other innovations 
—to offset some of the grumbling 
of 20,000 fans who were turned 
away from a doubleheader Sunday. 
Attendance in years past was so low 
that the Phillies had a hard time 
mustering enough experienced ticket 
sellers to man their 34 ticket 
wickets. Although Cox claims to 
have enough now, his signed appeal 
to the public asks reserved seat 
purchasers to buy well in advance 
and relieve the game-time crush. 
Hotels and some suburban areas 
now market the ducats; and prices 
may be changed to come out in 
round numbers—including federal 
and city taxes—to avoid the 
handling of pennies on the 57c, $1.14 
and $1.71 tickets. 

Sportsman Cox, now happily eye- 
ing the league pennant, concludes 
his message by asking the fans to 
follow the Phillies in the newspa- 
pers and on the radio as they meet 
other clubs in a western trip be- 
tween now and June 15. 

N. W. Ayer & Son is the agency. 


Trenholm Elected 
Toronto Club President 


Lee Trenholm, 
director of pub- @ 
lic relations, Un- § 
derwood Elliott § 
Fisher Ltd., was 
elected president 
of the Advertis- Bim 
ing & Sales Club & 
of Toronto, May Bim 
25 at its annual 
meeting. He suc- 
ceeds Glen R.@ 
Bannerman, @ 
president, Cana- 
dian Association 
of Broadcasters. 

Harry A. 
Kayes, sales promotion manager, 
Canadian Johns-Manville Company 
Ltd., was elected vice-president; 
R. A. Barford, director, J. J. Gib- 
bons Ltd., secretary; and G. Alec 
Phare, radio director, R. C. Smith 
& Sons Ltd., was reelected treasurer. 
Eight directors also were named. 


Lee Trenholm 


Jour DIAMOND MARKET in. GOLD SETTING 


Here's complete primary coverage of 
the whole, rich South Texas market— 
including San Antonio, largest military 
center in the U. S., Corpus Christi with 
the largest naval school inthe U. S., 
Harlingen with the largest gunnery 
school in the U. S., Laredo with the 
largest range-finding school in the U.S.— 
at low cost. 4 prosperous markets in 
one. Your account handled individually 
by the four stations, working closely 
with retailers and wholesalers in each 
area. Literally, a diamond market in a 
setting of gold! Write for details. 


Write, Phone or Wire Collect for Market Information, Rates, 
Primary and Secondary Coverage and Merchandising Plans 


HOWARD 


W. DAVIS 


NATIONAL BANK OF COMMERCE BLDG., SAN ANTONIO, TEXAS 


McClintock Urges 
Official OWI 
Agency Citation 


Philadelphia, May 26. — Miller 
McClintock, president of the Mutual 
Broadcasting System, today sug- 
gested to members of the Rotary 
Club. here that the Office of War 
Information award official citations 
of merit to advertisers and advertis- 
ing agencies for effective dissemi- 
nation of war information through 
advertising, similar to the Army- 
Navy “E” awards for production 
achievements. 

Many advertisers who fly the 
Army-Navy “E” pennants atop their 
factories are doing equally impor- 
tant jobs for the country in adver- 
tising in radio, newspapers, maga- 
zines and other media, and no 
official tribute is paid them for these 
efforts, said Mr. McClinock. The 
first consideration would be the 
amount of radio time devoted by 
advertisers to war messages and the 
amount of space used in media other 
than radio. The second would be 
the quality of the messages as de- 
termined by OWI monitor reports 
for all media similar to those now 
used for checking broadcast mes- 
sages alone. 

Mutual’s president also pointed 
out some of the successful results 
of war effort drives devised by 
advertisers in cooperation with the 
Advertising Council and OWI. 

“A radio and newspaper campaign 
for sugar rationing helped secure 
for OPA the registration of 91% of 
the population,” he said. ““‘When the 
government needed more student 
nurses, 17,514 applicants responded 
to recruiting broadcasts. By the 
same method recruiting for the 
Coast Guard and Marines was 
stepped up 40% and in the Signal 
Corps by 800%.” 

He praised smaller advertisers in 
local communities and said that 
many of them even paid for the 
privilege of sponsoring such govern- 
ment produced radio series as the 
“Uncle Sam” broadcasts now heard 
on transcription over scores Of sta- 
tions. 


Agency Librarians 
Plan First Annual 


Association Meet 


New York, May 26.— The newly 
formed national advertising group 
of the Special Libraries Association 
—composed of agency and publica- 
tion librarians—will hold its first 
annual meeting in connection with 
the parent association’s wartime 
conference at Hotel Pennsylvania, 
New York, June 22-24. 

The national advertising group 
was formed recently after success- 
ful operation of a New York chap- 
ter of librarians in the advertising 
and related fields, which now has 
32 members connected with agen- 
cies, publications and other organ- 
izations interested in advertising. 

The national group was organ- 
ized under the direction of Delphine 
V. Humphrey, librarian for Mc- 
Cann-Erickson, New York, who is 
chairman. Mildred Treat, Camp- 
bell-Ewald Company, Detroit, is 
vice-chairman and Rita M. Allen, 
Newell-Emmett Company, New 
York, is secretary and treasurer. 


General Electric 


Sponsors Newscast 
on Full CBS Net 


Today,” 


New York, May 27.—“The World 
for several years a CBS 
| sustainer, will be sponsored by Gen- 
eral Electric Company for its elec- 
|tronics division of the radio and 
television department, effective May 
|31, over the full CBS network. 
| The program will be heard Mon- 
| days through Saturdays from 6:45 
| to 6:55 p. m., EWT, and will feature 
|Doug Edwards as news reporter. 
| CBS correspondents here and abroad 
| will be heard nightly, bringing lis- 
iteners up-to-the-minute news from 
the nation’s capital and eye witness 
accounts of latest activities in war 
| theaters. 

Maxon, Inc., New York, handles 
| the account. 


Form Advertising Service 

| William F. Aldridge and Harold 
|'P. Preston have formed Aldridge 
land Preston Advertising Service 
| with offices at 461 Eighth Ave., New 
| York. 


Saltine Campaign 
Offers Insignia 
Stamp Premiums 


(Picture on Page 39) 


Chicago, May 27.—Featuring an 
offer to youngsters of “official com- 
bat insignia stamps,” Schulze & 
Burch Biscuit Company next week 
will launch an extensive campaign 
in behalf of its Saltine crackers, em- 
bracing newspaper comic sections, 
24-sheet posters, frequent radio an- 
nouncements and store displays. 

The drive, most ambitious in the 

history of the company, is a frank 
effort to build volume sales of the 
product by expanding distribution 
to chain stores and large independ- 
ents. It calls for one-third pages in 
the color comic sections of leading 
newspapers in the company’s terri- 
tory, starting June 6 and continuing 
each Sunday through June and once 
monthly during July, August, Sep- 
tember and October. 
The advertising gives boys and 
girls the opportunity to secure a 
specially designed album, including 
the first set of 20 insignia stamps, for 
10 cents in coin. Through the sub- 
sequent purchase of Saltines, addi- 
tional sets of the stamps may be 
added. No redemption of coupons or 
certificates is required at the point 
of purchase, since packages of the 
crackers contain certificates which 
go directly to the company for han- 
dling. 

A teaser build-up was given the 
campaign in 192-line newspaper ad- 
vertisements which have been ap- 
pearing during April and May in 
Illinois, Iowa, Indiana, Wisconsin 
and Missouri markets. 

Reincke-Ellis-Younggreen & Finn 
handles the account. H. C. Vogel is 
account executive. 


McCue Appointed 


Frank McCue, assistant advertis- 
ing manager of the Knickerbocker 
News, Albany, N. Y., since 1937, has 
been appointed acting advertising 
manager to replace Henry W. Stock, 
who has been given a leave of ab- 
sence to serve as a lieutenant in the 
naval reserve. 


Heinz Names Directors, 
Two Vice-Presidents 


Franklin Bell, advertising man- 
ager, and J. B. Holcomb, head of 
the hotel and restaurant sales di- 
vision of H. J. Heinz Company, 
Pittsburgh, have been elected direc- 
tors of the company. 

H. N. Riley, a director in charge 
of research and quality control, and 
A. L. Schiel, a director and assistant 
to the president, H. J. Heinz II, have 
been elected vice-presidents. Thomas 
B. McCafferty has been named as- 
sistant secretary. 


Chase in New Post 

William Chase has been appointed 
assistant western advertising man- 
ager of Child Life, Open Road for 
Boys, and Outdoors. Gordon Gan- 
nett is western advertising manager 
of the publications. 
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“UNCLE DUDLEY-»@ 


everyone ought to 
read this book!”’ 


May 31, 1943 


i 


NCLE DUDLEY, signer of Globe editorials 

since 1891, has become synonymous with The 
Boston Globe. For over fifty years Unele Dudley’s 
clear, common-sense editorials have not only ex- 
pressed the policies and reflected the character of 
this newspaper but have expressed the thoughts of 
the majority of his readers as well. Writing of 
Boston tradition, the New York Herald-Tribune 
once said: 


Writes Niece DOROTHY HILLYER, 
the Boston Globe’s Literary Editor: 


OPPENHEIM NEVER LIKE THIS 
THRILLER ON NAZI SPY RING 


use, from embittered students, unhappy in 
poverty at American technical colleges, to 
Alex Vonsiatsky, presumably happy in his 
wife’s millions, from the earliest days of the 
Bund to the last days of convicted saboteurs, 
Alan Hynd has treated the Nazi spy ring in 
America. 


Everyone who reads this book will find he 


knows “someone like one of these spies.” 


“There’s the balloon and pinwheel man who 
has memorably vended his wares from the cor- 
ner of Webster's fence in Commonwealth Ave. 
There are the swan boats in the Public Gardens 

the celebrated silver free lunch dishes in 
Locke-Ober’s Winter Place restaurant, and there 
are the Uncle Dudley editorials in ‘The Globe.’ ” 


Passport to Treason— 
by Atan Hynpo: McBride, $3 


Last Sunday night the voice 
of hands you love to touch 


Through seven decades Uncle Dudley’s family of 
burned the ether with its 


“must” book of the week. 
“Passport to Treason, the Inside Story of 
Spies in America.” It is appropriate that 
Winchell, who hands out tidbits of what is apt 
to be not gossip but gospel truth, should go 
all out for this book. It is his dish. It is also 
the most fascinating reading that any old 
Sobersides could sit down and quibble with. 
E. Phillips Oppenheim was never like this. 
(I'm sorry. Alfred and Raymond, it’s true.) 


For all believers of “it can’t happen here.” 
for all lovers of Superman, for all purchasers 
of dime adventure thrillers, for everyday 
Americans who never doubt the man at the 
next bench, this is not only an exciting book, 
it’s a must book. It gives names, places, dates. 
From men whom the Nazis couldn't use, in 
spite of threats of reprisal, to those they did 


More may find, like this reviewer, that they 
knew one of the actual agents. At least a 
decade ago Vonsiatsky arrived at our rural 
market complete in a self-designed Brooks 
Brothers uniform, chauffeur the same, and 
called himself head of the “Russian Fascist 
party.” It only seemed funny, however 
shocking that may seem today. 


And though we dwell on the amazing reve- 
lation of what was to 
us a familiar figure (of 
fun, so funny he’s sent 
up for years) he is a 
minor incident in a vast 
and deadly chain, which 
is object lesson reading 
for good citizens. 


Dorotuy HILLyer. 


In December, 1941, the Boston Guost announced the appointment of Dorothy Hillyer as Editor of the Globe's 
newly established weekly Book Page. First four months of 1943, GLOBE Book Advertising was up 13,008 lines 


over same period of 1942 - 


an increase of 3899! 


nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the- 
minute news and comment. Here are just a few 
members of Uncle Dudley’s family, today: 


Dorotny THompson + Ernest Linptey + HeLen 
Lomsparp * Ernie Pyce* Frercuer Pratt + Wittiam 
H. StoneMAN * JonN LarpNer * Jay FRANKLIN * 
Joun Barry + Potty Wesster + Orro ZausmMeER 
* Henry Harris - Harotp Putnam * Satry Stv- 
art * Georce ANnTHEIL * ANN Dean * WALTER 
LippMANN * JouHN Kieran * SaAmMueL Grarron * 
Epcar Anse. Mowrer + Georce Werrer + Neu 
Gites * Ropert J. Casey « Nat A. Barrows + Pau 
Guau * Henry McLemore « Hecen Kirkpatrick * 
Ricuarp Mowrer * A. T. Sreece « Leann Stowe 
* AtteN Haypen * Waverty Root + Cartyie Hott + 
Dorotuny Dix Emity Post + Jonn SreIn- 
peck * Lours M. Lyons * James Morcan * CHARLES 
Merrit * James Powers + Eart Banner + Ext 
CuLpertson * GraNnTLANpD Rice * Harotp Kaegse + 
Jerry Nason + Josern F. Dinneen 


Supplementing these writers are the world’s best 
news and picture services: 
Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 
AP. Wirephoto 


The Boston Globe 


a Morning + Evening *« Sunday 


YOUR ADVERTISING WILL BE BETTER 


Acme Photo Service* 
United Press 


*Exclusively, in Boston, in THE BOSTON GLOBE 


READ IN THE BEST READ NEWSPAPER 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


ELSIE'S FAMILY SUPPORTS THE CAUSE 


- Like Uncle Sum says-'lUG THY NEIGHBOR” 
“ ) 


Elsie, Elmer and Beulah make room for other package-laden passengers in cheerful 


support of the “Lug Thy Neighbor” slogan. The Borden Co. has issued 75,000 

of these four-color posters to grocers—first of a series to be released every six 

weeks, each one dramatizing a patriotic theme. Having no product promotion, 

the series is part of Elsie's campaign to help the bond drive, national nutrition 
program and other activities. 


FELICITATIONS FOR LOOSE-WILES CHIEF 


Lucius Mahon, left, partner of Newell-Emmett Co. and lifelong friend, congrat- 
ulates Hanford Main, right, on his election as president of Loose-Wiles Biscuit 
Co., while Jack Cunningham, another partner in the agency, and executive on 
the account, looks on. Newell-Emmett has been the Sunshine agency for 18 years. 


CARSTAIR'S DIMOUT ARMBAND 


DIMOUT ARM BAND—Courtesy of 


CARSTAIRS White Seal 


BLENDED WHISKEY 


DIRECTIONS 
Wear this side in—other side out. Don't cross against wraflic lights 
On high» ays—ook both wavs before crosang. 
~~ Carstairs Distilling Yacilities are 100% on war production. 
The Man who Cares save: CARSTAIRS 


ree nA RETR AL 


Se ee 


A dimout armband is currently being distributed to Carstair's dealers as a “give- 
away" to consumers. Inside the armband is a sales message. ‘We feel that if 
only one accident can be avoided, or only one life saved, these armbands will 
have served their purpose,” G. Allen Reeder, Carstairs advertising manager, says. 


JUDGES AND SPONSOR OF McCANDLISH AWARDS 


i aa edie or eee ee 


FIRST PRIZE 


First prize winner, shown here, in the McCandlish Awards for 1943 sent a $500 
war bond to Wallace Cole of New York. In addition to four major prizes, 32 
honorable mentions were awarded by McCandlish Lithograph Corp., Philadel- 
phia, sponsor of the annual event. The five judges of the competition are in the 
picture with A. R. McCandlish, president of the corporation. Left to right, 
standing: C. T. Coiner, art director, N. W. Ayer & Son; Mr. McCandlish; G. 
Stewart Brown, vice-chairman in charge of public relations, American Red Cross. 
Seated: Jacques DunLaney, OWI; Mark Seelen, art director, Outdoor Advertis- 
ing, Inc.; and Lester J. Loh, vice-president and art director, J. M. Mathes, Inc. 


COUNTER ATTRACTION 


M THE MINTY TASTE _ 


MILK OF MAGNESIA 


This new three dimensional counter dis- 

play features two products—tooth powder 

and tooth paste, and mentions a third— 

Phillips’ milk of magnesia. The display 

was created and produced by Forbes 
Lithograph Co. 


SHARE YOUR RIFLE 


Translated from | 
the German 


4 yew expert te jel eer armed terers. 


Butters than 2% of indurted men baow 
paything sheet ro Fed orms! 


Shore your rifle with your neighbor 


This institutional advertisement by O. F. 
Mossberg & Sons, New Haven, Conn., 
will appear in June issues of outdoor 
and sports magazines. With its entire 
output diverted to military requirements, 
the company resumes its schedule on the 
"Share Your Rifle’ theme, introduced 
in the last quarter of '42. Citizens are 
urged to become proficient in the use 
of small arms through a nationwide 
training program sponsored by National 
Rifle Association, Washington, D. C. 
J. M. Hickerson, Inc., New York, is the 
agency. 


HIGGINS SPRUCES UP 


Victory trees and their part in the war effort of Insulite division of Minnesota & 

Ontario Paper Co., Minneapolis, carry out the theme of Insulite’s advertising 

program for the remainder of the year. First to receive some 3,000 of the spruces 

was Andrew Jackson Higgins, the New Orleans boat builder, right, and making 

the presentation is Margie Wunderlich, daughter of Milton Wunderlich, Insulite's 
sales manager. 


INSIGNIA STAMPS ARE FEATURED 


START THIS THRILLING = 


COLLECTION NOW. . OFFICIAL 


© INSIGNIA OF U.S.A. FIGHTING FORCES! 


Here is the greatest stam) a 
collection imaginabie— / 

the official insignia of ma a “ \ 
Amertoa's fighting forces, ' 
rep aduced un full color 
Two hundred different 


nea, ships and gune on the Sghring frum 
night NOW. Semply fill in che 


Mart your cvilec 


coupun below and i eth « ten cont coin. You 
will recetve the wwell 20 PAGE ALBUM shown at the | 


leh AND THE FIRST INSIGNIA STAMPS Por | 


addriional stampa. have your mothe: buy any me 
package A deamon Semvize and Burce Sai rine 
ctacters There aa cerisfnete in every package which 
with 06, entities you to 68 new stamps ! 
¢ compen: today end start bu.iding your rl ! 
rthom of COMBAT INSIGNIA STAMPS —s coir. ! Pees cod me OMA AT INESIROEA 1 AaAr Aimee 
va ll really tremmure Row and im years to comm 1 end the Bret TO STAMPS lencuet cote bs ometoomd 
| 


wm, | MATL THIS COUPON WITH 
10 CENTS FOR YOUR ALBUM 
AND FIRST 20 STAMPS! 


Sere 


With this third-paae advertisement in Sunday comic sections, Schulze & Burch 

Biscuit Co. next week will launch a new campaign to attract juvenile stamp col- 

lectors—and their parents. Reincke-Ellis-Younggreen & Finn is the agency. 
(Story on Page 37.) 


MILWAUKEE PROGRAM GETS OKAY 


“Milwaukee Through the Years” is the title of a new series sponsored by Kearney 

& Trecker Corp., heard Sundays from | to 1:30 p.m. over WTMJ, the Milwaukee 

Journal station. Joseph Trecker, president of Kearney & Trecker, signs the con- 

tract for the new show. Standing, left to right, are: Howard Landgraf, account 

executive of Kleu-Van Pietersom-Dunlap Associates, the agency; L. W. Herzog. 

manager of WTMJ; Sid Cobabe, advertising manager of Kearney & Trecker; and 
Neal V. Bakke of the station's sales staff. 


MINIMUM BAGGAGE FOR WARTIME TRAVEL 


TRAVEL LIGHT “‘\\\y \ 


=> 


— 
ii to 


"Travel light" is the plea of Santa Fe Trailways in this 24-sheet poster. The same theme is used in the company's publication 

copy, which asks travelers to carry less baggage and “handle it yourself as much as possible.” Nowadays, when transporta- 

tion of war workers and military personnel is so vital, one advertisement says, conservation of space, less confusion and less 
chance of misplacing luggage are gained by leaving the big bag at home. R. J. Potts-Calkins & Holden is the agency. 


SORA Se E49 wae PP Wig ee 


. SNS pala a . The Coes ae. ue ge . ta ; gs ae b : s o . . i ; 
és, can ape : a 
3 a = 2 
ing ae eee eee | tesa 
ac 
% J wl 6 . ¢ il 
_™ re sf : - 7 
‘ ree: 4 '* hee ee 
oe a \ a + - | ae = 
, a i a oe * ey a 
; i € ie =. ' 7 i eee 
re  eigeee Ak aie —— ae ae Le : 
h y ne a 7 R ei - ee + ee a oe 
| ‘ iis YO ce! an a : 
JP?) ee: er eno’ : er: “af as goiott 
< ~~ bey Ri ia * ae ' : Pam: bs — a 
ae Ve owe % TE  _ el i. Dee ie. 
, Pes s 2 = | » 4 : % . Oe ‘ jiip® : aes : & ._ os ; i. ee a 4 i é ae % te a cS 
4 : ~) Xm a : = ~ ph ?* wt es oe “q : ae oe a4 Sa ee 
ve — = ‘ t. 2 ; % jie Pe ae 
er EX ow  \g SE —— “ss 
ee ae > ae — ™ s 
q ya i 7 he “ he 
awe ww el ‘ by ; “ a . ¥ £ : : 6 F . ' 0 PE i ie, 
, : d ait Saal: a .. MADE FROM “ a 
ee ee ee ents 3 \fuadeke oe 
ae " | SPARKLING NATURAL ae 
i I Ips WHITENESS YOULL LIKE x 
” a SS EB eS Eki hk ae : 
; >» © as Si ugil 
a eee , | “ 
} ia ry i } Sides 2 Fa — 
a a SSD | F coos ; 
a. * sn CRC. | b) : 3 
— , a thik m — oot )6lCU!lCUCUle 
. a ~~ - r aad a \\) — \\} \? Ti | = ae ae 
yy £ es ge iat! =---- A aiid none 
4 , ie ti ‘ ” Seek UA _* i entie reproduction of ‘ 
4 oon é s | i = sy — Sa” thr insignia which goes = | ee 
a , ry = 9 & by L- e # - to battle w —_— t " i 4 We 
é E , 2 ; ia Pr A j we % on a fe bcs ty 
~ 2, Ry > = * en . ee a Se | ‘ 
¢ ; bd | j .> Wop § y qT = | ; 
t ae bts \ el ¥ ol i A i ‘oz Catt ine | - wei. oil 
E Z es s . . » j, \ ae 4 1 , 9 ies 4 a aime | = Se 
- ' 7 4 aes Ea ‘ * , ee et f 
+ 4 . . ’ Ce Wa 4 4 J *] je " Pe ina in ; le 
& ; 5 A r ¥ a ek Ve VK ip , "y ; ose ‘a ¥ ; } . ¢: ~ 4: ‘4 a 
{pe ' Anes ha Mi, ¥ i) Poe ff 7 . ry [ane Same " — i 
ee eS dns Segre {m le Be TN oe ens wns ‘ rs : a 
, 3 ‘se ae 5) at “2 & cag b et Pm, . :) ~ do ovee-tnened srgmnane _ tn — — —— So 
Te eo ef. ee way si es > < w EEE ooseeaeeeeien ae es eee > ae 
- ~ ae Gwek MS Ds sll aa J > ff yam 3 y : 1 km $41 Oe owery ‘ if 
’ a -_ ee . a? ax “— é es aS pal PE “oad | ; ae i ‘ : spa ena : Steen. = — — = « = 
es ' ee a by wine ue i 3 4 hae 2S 1% rz P ry re ae) | , PO 6 NOUR EE PRS he PIP DE. ananenasanunenauenaananeibianesaienaintll > 4 
ms eee % e x : a S.C ‘ | ‘ 
¥ ee a aa ab + Pe: hg Ys id a EP: ae 3 | | 7 
me ii Az», - : a iby a «ss ads 5 at « | PC | 
Sais mat td , . | 7 
P J pie 
' he ‘ ~ | a _ 
- r , ie ; aes 
Pe ” ' om tener oa 
: H ‘ me 
ee ¢ \ e ‘fy a 
cenkbennattte Ketienal fee tne, V aibingren, 1a . aie Ne : ——— 
; 4 = ae f a 
° ) L -* ee La ad § abe R q 
FR] . r - \ ad 2 ; a ‘ ? foci " oo 7 Fi ; 
, ’ “a am he —__ ; ee ; ’ a 4 agg ie . ie 
a ee Be pid ,). i i. = 
Re . > Ve ee Sei en 
es oan am am & i. \ ii a a le tite. . 
2 ; °. Sra ans Cl eye . ie .- 
i Maas 2 ae | ns , ' , 
; es ee US 4 ; i. ‘il - Fi : 
: > 4 oo oe bis .—" . +: .. = 4 
bapa + mah te eet, sr " cee 3 ‘ i. " , 58 aes B : , Ny b ee ro 
| TT j we — ee e i) 2. a nyt eS a ~ _s 
oS i ; e Pie: So een v - ne % yg so lie: 
- ee. a vy! : ph iu ; = 
(Aart . 4 aie @ i — 
Sw € i sé a | . : a q 4 oe 
ae a a . 
A Peg : ay ae 
Es 
‘ “—- i * S ‘ie is mh i 7 ee 
me ot - »* nc 
va : Jif ‘e be “s « 
a : 7 £ 
; 4 } ; x — ” Rs 
, _§& ‘ : fom * fe eT . a a eo ”! 3 : 
f 4 hs  * oo} ds ’ a: f a oe 
q : or i a y é co ; yg : 
. ae ies “- S|. ee 
4 ¥ a $ * nee ‘ Sak 
si + iia a we % ’ id 4 /) “a > 
a __ . i us a ie oe —_ — = 5 : ™ on ae 
a ys gee ao E ? r 4 s gf Pr Po : & 2 ee ois 
' ie ci i a : es ican t ' “<0 a. Es 
. oi - ee rour 9 , ; 7 - y Ri ig dy: f 4 ’ & \ te P 4 Pay - a. 
Be *. — + te ¥ A f " pos ai a” a 
4 a Ls TN Bes a > a , a : er: a7 Fe 4 . : , — =—4 
J . ae J s i 7 
ws 2 , Pe, Sede , 4 yrornes cerry “ ~ \ . 8 ees 
’ is a : oe a i 4 eo ea if ee 
P | tas . 5 —_ aii a ¢ *y aa es 
ET UEC Oe ; a" 
Sane TREILWAYS 2 
-# PAR be a” ; Pe a 
a i : 
6 ¥ eal = 
Nee 
ae “a a? . = ee ete aed Wye. 00 5) ee Cre ‘ Sick ; ‘i - . 2. Same » tai 2 ¢ 3 é ae ae “aes Ei 4 a : : ‘: “Tyg aa hee 
; ee : a r ne pees Px 4 uly Fu eae “ 2 nae j £. eae B “See ae od. ig % he. se PP ng *- pe: i oaths a 4; See a 


ee 


May 31, 1943 


Eanes aamaies NSE a megpenenenstama A : ee 


£1 


meee 
& 


: 


= = ff = | 


wis 
i 
; me i 
ot 
“a 
a> Thi 
gts 8 
's 3 
re? s 


HE parade of new population to Arizona is seemingly unend- 
ing! The 1940 Census first factually established the rapid 
growth of ALL Arizona! Now, the Office of Price Admin- 
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istration, through Ration Book No. 2 registrations, proves further pop- eT ae ee 
ulation gains— 192). Shee’ Popstation Goins 
1940 NO. 2 BOOK yore en fiw 
POPULATION REGISTRATION 
Phoenix City Limits ........... 65,514 83,107 
Phoenix Metropolitan Area ..... 121,828 146,850 
State of Arizona ..........++-- 499,261 545,917 


Newly established, permanent industries, enlarged military air facilities 
continue to increase civilian population and make Phoenix the hub of 
“the gold nugget of western markets.” y The Republic and Gazette, 
with the largest circulation in its history, has kept pace with this growth. 
It is read by more than half the newspaper readers of the state. 
KTAR, [Arizona's most powerful broadcasting station, attracts listeners 
to NBC and BLUE network programs. y% Both mediums are doing 
a iva -up W - job for those who want to make sales NOW! 


A“ 


BOB HALL, National Advertising Manager 
Pe ae Lawrence G Cresmer Co. 


Covers Crizona Like 


DICK LEWIS, General Manager 
Pca rE H. Raymer Company 
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